
27 JUNE 1959 
40< a copy • SS a yaar 




KLY MAGAZINE TV/RADIO ADVERTISERS USE 



EW GAME! FIND THE EAR 
... in the Land of 



ER 




*er's easy, tvy're ooth farmers — well-hee 
>* bountiful La% of Mi Ik and Money. This m 
*« stuff . . . scores of small dfrai and thousands < 
400,000 TV families enjoying CfeS-ch. 2 televisi 



II 



is story- 
tiff b^^feiry farms 



MENOMINEE, 
MAftlNrTTE 




9 



YfY'" ~~{ 

• consi 

APPlfTON 



0N0 0U LAC 



| i. 

MAN 

{ 



MANITOWOC 



SHEBOYGAN 



WBAY 




GREEN BAY 



COSMETICS: 
TV'S MILLION 
DOLLAR BABY 

This year's tv budget 
will top last year's 
S126 million spending, 
-ay industry observers 

Page 33 



Here's how Mc-E 
makes its 
media decisions 

Page 36 

Loot song 
of a timebuyer 

A SPONSOR Spoofer 
Page 40 

Co-op's big need 
—more 

agency interest 

Page 45 



[Hoydn R Evont, G»n Mgr., R»p Wi 



•d TsUvttion 




When KSTP-TV says "go out and buy it" . . . 
people go out and buy it! 
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RADIO and TV 



In this area, most people have learned through 
years af experience that KRNT and KRNT-TV 
stand abave all others in service ta the public, 
day in and day aut. Mast people turn ta these 
stations for help and information. During Iowa's 
blizzard af March 5 and 6, warst in the past 
decade, mare Des Maines people chasen at ran- 
dom in an impartial survey af 500 telephone 
calls made March 6 said they listened for the 
greatest part af the time ta KRNT TOTAL RADIO 
far starm news and information than all other 
stations combined! 

Another outstanding example of public service 
occurred when KRNT-TV, in cooperation with 
the local Medical Society, planned and televised 
coverage af a "miracle" heart operation. Tele- 
vision made it possible for all Central Iowa doc- 
tors to benefit fram viewing a new "mechanical 
heart" in actual operation. 

Still another public service "tie-in" was with 
Goodwill Industries of Des Moines. A completely 
isolated appeal for neckties far re-sale by Good- 
will Industries resulted in a landslide of ties to 
KRNT-TV's dominant emcee personality. 

No wonder mast people listen ta, believe in and 
depend upon KRNT and KRNT-TV . . . selling 
lawa because they're serving lawa. In 1958, 
KRNT-TV presented 5,620 public service an- 
nouncements; KRNT RADIO presented 5,628. 




RADIO and TV 

Represented by The KATZ AGENCY 
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A BIG NEW 
MARKET IN THE 
GROWING SOUTH! 




MERIDIAN 

MISSISSIPPI 

This fast-grow iii jx- changing mark*"! 
has now mushi oomed into one uf 
the South's new metropolitan area*. 
V highly cli\ri i-ifrcd economy muke- 
t lit* Meridian. M is-i**ippi area a 
stable, steady market. 

Gnering 2V key eonntie* hi Mr- 
-i ->ij)pi and llabania. plus a sur- 
pij-ingly low roM, make* \\T()k-1\ 
one of the nation* most efficient 
media buy*. 

• $427,311,000 RETAtL SALES 

• S601.297.000 EFFECTIVE BUYtNG INCOME 

• OVER 100,000 TV HOMES 

• $200,003.0:10 CONSTRUCTION PROCRAM 




Mjximum puw r 3t6,Q00 walls 
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DIGEST OF ARTICLES 

Cosmetics: tv's $126 million sweetheart 

3 3 CoMnetie* and toiletries, after spending $126 million on net and spot 
la*t \ ear. are lagging even bigger budget* for visual *elling in T 59 

How McCann makes media decisions 

36 Planning v.p. l)ani(d MeKinley explains 11 ba-ic faetors n>cd by agency 
in determining media choice*. *tre**es C.P^ 1 . :a'e* me-*age. customers 

Miller's plus: tv's out-of-home audience 

38 Elaborate merchandising plan surrounding brewer)** eo-sponsorship of 
Ml Nar Uolf provide* valuable chic* on reaching "unmeasured** viewer* 

Loot song of a timebuyer 

40 W hether or not he's Daddy O at home, the timebuyer is Mr. Big at statiou 
promotion;* prove* it with loot ranging fioni sport car- to Pari- holiday* 

Co-op: air media's big enigma 

42 >nece*s almost put this advertiser out of hu*iuc— . Hard hitting formula: 
stait early, tell the full story, keep the eoji> recognizable — did the trick 

Radio/tv copy boom in Southeast 

43 Vllanta represent a th c* association holds fn *t cop\ av\ ard* for radio 
t\ eoinmereials prepai ed h> ad agencie* in eight -outhea-tern -late* 

Dear Miss Freeloader . . . 

44 trxas station KWTT rebel* at efforts of publicity gal- to get free 
broadcast* of commercial*; send* t hem rate card- and -ugge-t- orders 

What makes a price promotion go? 

45 Pail Two of ihi- -erics points up two thing* that are wtal to co-op 
advertising** fntuie: more air media and more support from ad agencies 
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Another 

great TV market . . . 
another 

great TV station 



YOUNG 




Effective July 1 ? 
Young 
Television 
Corporation 
becomes national 
representative for 



Channel 9 . . . the NTA station in 



MINNEAPOLIS-ST. PAUL 



>Watch NTA 

programming know-how bring 
KMSP-TV to the fore in 
Twin Cities viewing. 

>And let service-minded 

YoungPresentation make it 
easy for you to capitalize on 
KMSP's capacity for solving 
your marketing problem. 



YOUNG TELEVISION CORPORATION 



An Adam Young Company 



for 





NEW YORK 

3 East 54th St. 
New York 22, N. Y. 
Plaza 1-4S4S 



SAN FRANCISCO 

Russ Bldg. (Km. 1207* 
San Francisco 4, Calif. 
Yukon 6-6769 
DETROIT 



CHICAGO 



Prudential Plaza 
Chicago I, 111. 
Michigan 2-6190 



2940 Book Uldg. 
IVtroiL 26, Mich. 
Woodward 3-69 19 
ATLANTA 

1182 W. Peachtree 
Atlanta, Oa. 
Trinity 3-2564 



ST. LOUIS 

317 Xo. Eleventh St. 
St. Louis, Mo. 
Main 1-5020 



LOS ANGELES 

6331 Hollywood Blvd. 
Los Angeles 28. Calif. 
Hollywood 2-2289 
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KLZ-RADIO SHOWS Fwsl 
IN SURVEY AFTER SURVEY! 

Personalities such as these 
make KLZ the Denver leader! 




An estimated 1 0,000 
ADTI/r listeners 
h ;i \ e p a r t i c i p a t e il 
ON T11K AIR in 
Starr's "Part) Line*' 
beep-phone public 
opinion show — and 
it's still going 
strong! 

PARTY LINE 
8:05-9:00 P.M. 



Kverv woman loves to 
talk — and e v e r \ 
woman likes to "eaves 
drop" on phone con- 
versations — all are sat- 
isfied on Pat's show- 
where both sides of 
the conversation are 
heard on the air. 

The PAT GAY SHOW 
12:10-12:45 P.M. 




Art Gow #1 

Housewives by the thou- 
sands have talked with 
Art ON THE A I R 
through unique beep- 
phone showmanship ar- 
rangement and Art has 
pla\ ed their live music re- 
quests as fast a s they come 
up — he's still doing it! 

The ART GOW SHOW 
10:05-11:00 A.M. 



LET THESE KLZ AIR SALESMEN 
SELL FOR YOU! 

Call your KATZ man or Lee Fondren, Denver 

KLZ Radio 

560 ON THE DIAL IN DENVER 
CBS FOR THE ROCKY MOUNTAIN AREA 
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Lester Kamin 
and Public Radio 
announce 



MO 



YOUNG 



RES 



0 

Effective July 1 . . . The New 

KIOA 

DES MOINES 

— one of America's 10 
biggest-spending markets 

• Consistently first in Des Moines 
(Metro Pulse) 

• First in Iowa (70-county 
Area Pulse) 

• Iowa's top news station 

• Better cost-per-thousand than 
any other media — air or print 

• Iowa's most powerful independent 
. . . with 10,000 watts, 940 kc. 



Effective March I, 1959 . . . The New 




TULSA 

• Consistently first in Tulsa, 
Hooper and Pulse 

• Two-year record of efficiency . . 
prestige . . . dominance 

in over one-third of Oklahoma 

• KAKC sells the area of prime 
interest to advertisers 

with unparalleled cost efficiency 

• Top news station in the nation 
(AP Poll, 1957) 

• Best news station in the state 
(AP Polls, 1957, 1958) 



Exclusive national representatives 



Representing alt that's modern and effective in radio today 



NEW YORK 

3 east 5 4 th St. 
New York 22. N.Y. 
P/aza 1-4848 



CHICAGO 

Prudential Plaza 
Chicago 1, III. 
Michigan 2-6190 



ST. LOUIS 

317 No. eleventh St. 
St. Louis, Mo. 
MAin 1-S020 



LOS ANGELES 

6331 Hollywood Blvd. 
Los Angeles 28, Calif. 
HOffywood 2-2289 



SAN FRANCISCO 

Russ Bldg. (Rm. 1201) 
San Francisco 4, Cahf. 
YUkon 6-6769 



DETROIT 

7940 Book Btdtf 
Detroit ?6. M<ch 
WOodward 



ATLANTA 

rr 82 \V Peachttwi 
Atlanta. C 
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Sure, there are 3 
good TV stations 
in FRESNO 




1. Current ARB ratings show most 
audience 6 nights out of 7! 

2. Current Nielsen shows quar- 
ter hour leadership from noon 
till sign off over the other UHF 
station and the VHF station. 

Channel 47, No. 1 for the 
audience and the base cost 
in Central California! 

channel m 

J. E. OWVHI — Prudent 

Joe Drilling - \ ivr President 

and General Manager 
WO. Efllioltn - < .tmmu i cial Manager 
S*'e your II K it pM'sfiilatnt' H*R*$9t 

t 




NEWSMAKER 

of the week 

Tom MeDennott. who as late as a week ago was still being 
regarded as a possible suecessor to II n bbell Robinson at 
CBS, will give up agency business in favor of show business 
when he resigns his present post as a board member and 
senior v. p. at Benton & Bowles to become a producer at 
F our Star Productions* Mo date is set for the move. 

The newsmaker: Wlitm Thomas McDermott joined Ben- 
ton & Howies in 1942. he was 22 yean? old and an English and 
dramatic? M. A. from Manhattan College, a \oung man with experi- 
ence in summer stock production. He worked in the agenc\*> radio 
department until the advent of tv. becoming production supervisor 
in 1914] and assistant to the director of radio tv the following season* 

In recent yea is MeDennott became one of the best known agenc\ 
programing executives. His reputation was partieularh enhanced 
in an ahiliU t<> pick winning t\ shows for ad\erti>ers Mich aS Gen- 
eral Food? and P&G. Following 
his election in 1953 ns v. p. in 
charge of radio,. t\ programing, 
last \eai he became a member of 
the board, and onh three months 
ago wa* elected n senior v. p. 

Since llubbell Robinson s resig- 
nation from the programing de- 
partment at CHS T\ a few week- 
ago. McDermott ba> been men- 
tioned more often than an\ other 
executive a> a likeh sneeessoi to 
the po>t. 

1 m I nomas 1/ 1 Uermott 

But it became clear onh in the 

past few da\s that MeDennott would not go to CHS. Instead, he will 

resign from Benton & Bowles to become exeeuthe producer, executive 

\ .p. and a board member at Four Star Productions. 

After 17 vears in the agenc\ field. .MeDennott will be returning 
to his first interest: producing. 

The move t\pifies a long-standing dilemma foi the agene\ program 
exeeuthe. uameh. whether or not a man whose prime enthusiasm 
\> >how business should return to it once he ba> attained statu- and 
Miecess as an agene\ num. 

W hile there max not be literal pieeedents foi an agenc\ board 
member and j*enioi v. p. lea\iug his post t** l>ecome a tv film pro- 
ducer. the ex->how business exeeuth e. contented to remain in an 
agene\ post, has latch become the exception rather than the rule. 

MeD.nniotfs resignation will not take place for another month, 
until he carries out commitments to Benton & Bowles clients for 
programs to go on tic* t\ networks this fall. 
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NEWSMAKER STATION of the WEEK 

DAYTON, Ohio— Now America's 30th market! 





Buy Dayton. It's up 8 points. Was the nation's 38th market. 

Now is 30th. Put your dollars where the people are. 

Buy WING and you buy Dayton. It's a great station 

growing with this growing market. Get the details 
from your EAST/MAN or General Manager, Dale Moudy. 



robert e. eastman & co., 



inc. 



national representatives of radio stations 



NEW YORK: 

527 Madison Avenue 
New York22,N.Y. 
PLaza 9-7760 



CHICAGO: 

333 N. Michigan Ave. 
Chicago, Illinois 
Financial 6-7640 



SAN FRANCISCO: 

Russ Bldg. 

San Francisco, Cal. 

YUkon 2-9760 



DALLAS: 

211 North Ervay Bldg. 
Dallas, Texas 
Riverside 7-2417 



ST. LOUIS: 

Syndicate Trust Bldg. 
915 Olive St. 
St. Louis, Missouri 
CEntral 1-6055 



LOS ANGELES: 

Taft Building 
1680 N Vine St. 
Hollywood Cal 
HOIIywood 4 7276 



sponsor • 27 jink 1959 



v t i 



\ 



\ 



V 



) » 



i 



i 



ill 



i ■ 



V 



/ 1 



! I 



\ 



! 



» v 



\! 



GRAND TOTAL... 



Today, for the S4th consecutive 
rating period since July 1955, 
THE CBS TELEVISION NETWORK 
is attracting the biggest average 
nighttime audiences in television.* 

Since the latest television season 
began last October, the Network has 
provided its advertisers not only 
with the greatest average nighttime 
audiences but with the largest average 
daytime audiences as well. It has 
also averaged as many of the Top 10 
programs and as many of the Top 40 
as the other two networks combined.** 

This record provides the simplest 
explanation of why the CBS Television 
Network is today for the seventh 
consecutive year the world r s largest 
single advertising medium. 







Raleigh-Durham 
the Nation's 




Radio Market 

32-county 1959 

PULSE again 
shows WPTF 

FIRST all the 

ivay from sign on 
to sign off . . . 
iuitha36%share 

of audience that 

is almost three 

times that of our 
nearest competitor, 
a 12-station local 
netivork. 




50,000 WATTS 680 KC 

N8C All liole lor PoMiqfi Di/r. t am 
ond fos'orn Norfh Corolmo 
R. H. Mosan, General Manoger 
Gus Yaungsleadl, Sales Manager 

PETERS, GRIFFIN, WOODWARD, INC. * 



\ "no buyers 
^ at work 

Cene Del Bianco, Harold Cabot & Co.. Inc.. Boston, thinks that 
station representative* are making too main wasteful "social calls'' 
and too few profitable sales calls, "Socialize! salesmen.'" Gene* says, 
"are easily recognized by llieir usual greeting. 'I was in the neighbor- 
hood and . . . etc., etc. . . ." These Salesmen are finding our doors 
closed. Sure. 1 know salesmen 
have to make calls, but win can't 
they make them informative and 
worthwhile? If half the time spent 
on purposeless calls was used In 
salesmen to organize and develop 
additional information, the result 
would be mutually advantageous. * 
Gene makes these suggestions to 
salesmen for preparing calls: li 
He familiar with our clients' adver- 
tising, and make 1 your presentation 
with this specifically in mind. 2 I 
Compile your data in duplicate so tin 1 Inner can study it after \ou 
lea\e. 3 1 Tell your station "s stor\ always in light of new informa- 
tion. u \"fe want to do business with you." Gene tells salesmen, "but 
it will be because we can profit, not because \ on re a 'nice gin*.** 

Al Goldman, Goldman & Shoop. Inc.. l > itt>l>urgh. feels that an abso- 
lute single rate is tin 1 only answer to tin 1 local \ s. national rate 
problem. "The proposals to belter define what constitute;- a local, 
regional or national advertiser are 1 not solutions. Al says. " They 
are evasions of the entire issue. I inform rates without qualification 

are the ethical foundation on which 
e\ cry w el I -established industry is 
built. " A I t h i nks that agencies 
which demand a local or regional 
rate for their clients are taking a 
short-sighted \ iew point. Grow nig 
agencies must sooner or later place 
schedules be\ond their city and re- 
gion, he points out. Then the 
multi-rate practice w hich seemed 
so satisfactory for local advertis- 
ing encroaches on them. "In 
Pittsburgh a single rate is applied 
to local, regional and national accounts >neees&full\ In tin* three 
major t\ stations. KDK \. WTAK and WllC. Business is ilonrishing 
both loealK and nationally for these stations, and because of no rate 
cutting, then* is a health} relationship between the agencies and sta- 
tions. The\ set a fine example for stations throughout the country. 
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450 TOP DRUG STORES 

IN METROPOLITAN BALTIMORE 

Now feature selected 
W-l-T-H advertisers! 
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J* 1 Cockeysvtfte 



Bdlsir 



Reisters+own 
evfl/e JpiKesvt'jle 

CafonavilJe J 
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Aberdeen 




^cKviile 



Put your drug-store product on Baltimore's 
sales-powered station for fast, sure results 
. . . for merchandising advantages in 450 
drug stores as shown on the map, advan- 
tages you cannot get any other way! 

• W-I-T-H is the official station of 450 
drug stores of the Baltimore Metropoli- 
tan Pharmaceutical Association! 



• You get Feature Display in 450 Metro- 
politan drug stores. 

• In-store poster displays in 450 stores! 

• List of 450 participating drug stores 

• Advertising in the Maryland Pharma- 
ceutical Journal! 

• Jumbo mailings to 450 drug stores in 
Metropolitan Baltimore! 

NO REASONABLE MERCHANDISING REQUEST EVER REFUSED! 




Tom Tinsley. Prcthloit RADIO BALTIMORE R. C. Embry. Vicc-Pn sident 

NATIONAL REPRESENTATIVES : Select Station Representatives in New York, Philadelphia. Baltimore. Washington. Simmons Associates in Chicago 
and Boston; Clarke Brown Co. in Dallas. Houston, Denver, Atlanta, Miami. New Orlran* ; McC.a\ ren-Quinn in Seattle. San Francisco. I ^ \ntrel 
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WGN-TV originates more live local television programming 
all other Chicago stations combined ! Live programs are audience- 
building programs. They interest more viewers, cement viewer 
loyalty, and create the quality audiences that pay off at the cash 
register for you as a WGN-TV advertiser. 

Live programming is just one of the many reasons why our 
"Serving all Chicagoland" programs bring the best in TV to 
Chicago audiences. 

Typical live telecasts on WGN-TV include: 




Midnight Ticker — comparable to any network variety 
show. Fridays— 11:45 P.M. to 1:15 A.M. 




Paul Fogarty — Chicago's only exercise program. 
Daily— 8:30 to 9:00 A.M. 




Garfield Goose — Chicago's favorite puppet show. 
Daily— 5:00 to 5:45 P.M. 



Polka Party — Orchestra, dancing, studio audience. 
Saturdays— 7:00 to 7:30 P.M. 

plus many special telecasts, newscasts and on-the-spot events. 




North Michigan Avenue • Chicago 11, Illinois 



WHEELING 
37; TV 
MARKET 

* Television Magazine H I 58 

One Station Sells Big 
Booming Ohio Valley 




Vital companion to the rich Ohio Val- 
ley's steel, aluminum and chemical in- 
dustries is the Powhatan plant of the 
Ohio Ferro-Alloys Corporation located 
at Powhatan Point, Ohio, which produces 
essential silicon metal and high grade 
silicon alloys used by this trio of indus- 
tries. This $4 million plant consumes an 
amazing 240 million kilowatts oi locally 
produced electrical energy annually. 

Important also to those who have things 
for sale is the $1 million annual payroll 
of this Ohio Ferro-Alloys Powhatan plan. 
This is just one more reason why the 
WTRF-TV area is a super market for alert 
advertisers ... a 39-county market 
where 2 million people have a spendable 
income of $2'/2 billion annually. 

For complete merchandising service and 
availabilities, call Bob Ferguson, VP 
and General Mgr., at CEdar 2-7777. 

Nor/ono/ #ep., George P* Hollingbery Compony 



bs Joe Csida 



r 




'What profiteth it a man . . - .?' 

Tlii* is about a friend of mine who just threw 
away a quarter of a million dollar?* because he 
believes in specialized radio. His name is Mol- 
lis \o\ik. and lie is well known to mam people 
in radio, television. ad\ertising agencies', labor 
and political circles. He is also a fine tra\eling 
companion, as 1 can testify' from personal ex- 
perience, having made a five-week tour of Kurope 
with him and 12 other broadcasting-newspaper gents in 1945. 

About 26 vears ago. in 1933. \lorrie put on the air the first Italian 
language program in New' ork City. It was called The I aire of 89. 
featured Luigi Anlonini. the No. 1 Italian labor leader in the I . S. 
and vice president of the International Ladies* Garment Workers' 
Union, as well as head of ILGWl *s Local <°>9. The program bowed 
on station WKVI). It is still carried 011 that station as well as \VO\ . 
also in New nrk. 

A promise ma<It\ a promise kept 
The show didn't get on \\ OV. for one reason and another, until 
Januan. 1950. which was just about five months after Morrie Xo\ ik 
bought the controlling 69'7 interest in that station from Richard 
()T)a\ for $300,000. Mr. OT)a\ was d\ing at the time, and his 
advisers had urged him to sell the station before his death. Three 
months after he sold it to Morrie. whom he handpicked from among 
an eager list of wouhbbe biners. Mr. ()T)a\ did. indeed, die. 0*Da\ 
handpicked Morrie as the man to whom be wanted to sell the outlet 
because ho (OT)a> 1 wanted to see the station continue as an Italian 
language station, and he knew that Morrie was a devout disciple of 
specialized radio. 1 le had learned of Morries w oik through the 
\cars with WKVI). and more latterb with WL1B. which Morrie"? 
brother. Harry, had built into one of the most potent and respected 
Xegro stations in Vmerica . . . largeh with Morrie's help and inspira- 
tion. 

Ralph Weil. W()V*s manager, and Vrnold llartlej. the station's 
program director w ore also aniph protected b\ Morrie. Although he 
was a 69' j owner of the station, he agreed that he would operate 1 with 
a 50' ( stock vote, with Weil and llartlc} swinging tin* other 50 r < 
\oto. Morrie also ga\e Ralph and Vrnold an option to buy (which 
tho\ e\outnall\ exercised), at oxaoth tin 1 price lie himself had paid 
for it. 19' t of his 69' ; of the slock. Morrie stipulated w ith his sta- 
tion manager and program director, who willing!} went along, that 
theV. in turn, would ne\er sell the station unless the bu\er agreed to * 
continue it as an Italian language station. 

Since 1 June. 19.56 when Morrie took over he. Weil and Hartley have 
done an extremeh eflccthe job in building the station with New 
York's two million Italian people. In the course* of the \ears tlie\ 
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"Local Live" means a lot on WRAL-I V. the re- 
gional station with the regional personality. View- 
ers have a feeling of warm friendship with such 
well known performers as the "Tempus Fugif* 
funsters and straight talking Bill Armstrong* with 
the news. 

"Tt'fnpus f'u^it I-l ;S0 p.m. Mot), thru Fri.; 
Acu'.s 6:j()-6:25 p.m. Man. thru />/. 




\ hese and main others provide the individuality 
that makes Raleigh-Durham Channel 5 your per- 
sonality station. All this, plus NBC from TODAY 
to JACK PAAR and choices from ABC — no won- 
der WRAL-TY has been "tops" in every ARB 
and Nielsen survey, sign-on to sign-off. since it 
began operations! Check availabilities today. 

4 CAMERA MOBILE UNIT • VIDEOTAPE RECORDER 

LARGE NEW STUDIOS 
FULL POWER CHANNEL 5 • NBC AND LOCAL COLOR 



WRAL-TV 



RALEIGH, N. C. 

REPRESENTED BY 
H-R, INC. 
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DON'T GAMBLE 

£Z1 




WITH YOUR 
} NG DOLLAR 

PLACE YOUR 

a lE) MONEY 

ON THE 
'SURE THING" 




NUMBER 

12 



KHSL-TV 
CHICO, CALIF. 

THE VIEWERS CHOICE 
IN NORTHERN CALIFORNIA 

REPRESENTED NATIONALLY BY 
AVERY-KNODEL, INC. 
GEORGE ROSS, National Sales Mgr. 
Central Tower Bldg. 
San Francisco 



This four-leaf clover 

is worth looking over! 




Missouri's 3rd TV Market 

151,400 TV HOMES* 

Lucky KODE-TV, Joplin, Mo., is 28% taller, 29% 
more powerful than the nearest competition. 
And KOOE-TV covers: • a 4 state area • 151,400 
TV Homes • 669,800 people with $776,919,000 
buying power. 

KODE-TV CHANNEL 12 

JOPLIN, MISSOURI CBS-ABC 



Rep. by Avery-Knodel 



A member of the Friendly Group 
"TV Mag., June '59 
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\n\\v n-tehed main oilers to bn\ the station. The) didn't entertain 
am of thes-e until ronghh June of this )ear. 

At that time the highh successful Bartell Famih approached Mor- 
ric and made him an ohVi of $1. 500.000 for the Nation. Bartell. of 
course, owns KYA. San Francisco; kCBQ. San Diego: \\ OK^ , Mil- 
waukee: \Y\kK. Vtlanta and \\ ^ DE. Birmingham, Since the Bartell 
reputation was hnih largeh on special, earefulh developed variations 
on nnisic-acws-M-rvice format*. Morrie threw at them the condition of 
>ale that the\ mn>l continue WOV as an Italian language station. 

It turned out thai brother Melvin Bartell of the clan was an opera 
linger, had lived and studied for \cars in Itah. was a tremendous 
bufT <>f Italian culture and^m^ny^, \nd so with brother Mel. running 
the operation, the Barfe^s^agrecd to keep WOV in the service of 
Gotham's two million llafifth people. 

Hut before am final commitments were v mnde. a ke\ station broker 
called Morrie with anothcr.'ofTer. "This prospective buyer, one of the 
loj) independent chains eager *' to get into the New York market, was 
read\ to pay Morrie and his partners S2.000.UOO. Morrie reminded 
the broker of the condition of sale, that tin 1 station must continue as 
an Italian language operation. W ord came back that the reason the 
chain was willing to pn\ .92.000.000 was that ihev thought they 
could come out if tin 1 } could run the station exaeth as the) saw fit 
with no qualification and restriction other than those normally in- 
herent in an FCC license to operate a station. 

Morrie said no thanks to the S2.000.000 and wrapped up the deal 
with the Bartell famih for $1,500,000. The fact that he had tossed 
awa\ $250,000 for his share 1 didn't bother him one bit. Morrie V 
attitude is simph that he has ahead) made enough money out of the 
sale at Sl.500.000 to last the rest of his life, and he would rather pass 
up the $250,000 and stick to his principles. 

To him. it's radio with a soul 

In the FCC papers re the station purchase b\ the Bartells. under 
the heading. "EXHIBIT 0 < Response to Section IV. Paragraph 10f 
is found the following statement by the Bartells: 

"W e have attached as Exhibit 7. a proposed weekh program sched- 
ule. \> will be noted, therefore, we plan to continue Italian language 
programming which l\pe of programming has characterized the op- 
eration of WOV in the past. In the main \ears of its operation, 
WOV has aethely sought to reflect the needs and desires of a large 
Italian-American public in the New ^ ork area and to hind more 
eloseh the friendship which unites the people of Itah with the I. S. 
It has cooperated with numerous public >er\ice organizations in the 
New ^ ork area in presenting programs of this t\pc. 

"It is our understanding that it is the respoiisibilit) of a station 
licensee continnalh to be aware of and response to the needs of its 
audience 1 and we shall endeavor to so program W OY in the future. 

So WINS. WNEW. W'MCM. WMCA. \VCBS. W KCA and all the 
other New York outlets needn't be too concerned about the Bartell 
Famih bucking them in the big New ^ ork market. \nd the scores 
of Italian advertisers on WOV needn't go scratching for a new* media. 
The two million Italians in the town will continue to get their pro- 
graming in their own language 1 thanks to a little Jewish fellow, who 
can't e\en speak Italian. 1ml who believes in specialized radio, which 
he also likes to call Character Radio, or Radio with a Soul. ^ 
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[Better than half the^J^PPfamilies— 52.6%— watch 
WRGB. The May, 1959 ARB total area survey shows 
Channel 6 delivers more homes than the other two stations 
L ombined in the Northeastern New York and Western New 
land market. Contact your NBC Spot Sales representa- 
I tive for the complete story. 



TATION SHARE OP AUDIINC 
SUNDAY THROUGH SATURDAY 



SIGN-ON 

TO 
SIGN.OFF 



STATION B 
31.2% 



STATION C 
U.2% 



WRGB CHANNEL 6 



A GENERAL ELECTRIC STATION 



*feurc«: T#Nl At— AM, M«y, lt« 

. ALBANY-SCHENECTADY-TROY 





1% , 



2 *! 




5®% Jrjpy to 
/fe time period! 



According to ARB, that's how highly the Jack Paar personality scores with Chicago viewers. WNBQ's rating 
averages well over twice that of the feature film fare or anything else in the 10:15 p.m. to midnight time period, 
Monday through Friday, And on WNBQ, Jack delivers audiences at a cost per thousand homes as low as $1.15! 
Choose the favorite sport of Chicago viewers — Jack Paar — on Chicago's quality television station. 
Channel 5 in Chicago NBC Owned Sold by NBC Spot Sales 
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Most significant tv and radio 
news oj the week u ith interpret/it 
in depth jor busy readers 
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Miller Rrewing's remarks to reps* last %*eek 111 t be a tipoff llint tin* pendulum 
is going to swing >» favor oT radio 1 1i is fall. 

Miller told spot tv contacts that it doesn't want to talk alxoit that medium. The rea- 
son; it's become too expensive for its pocketbook. Miller thus scenic set to get back lo 
radio on the old grand scale. 

(See page 3o for a rundown of Miller's current men haiwli-inti, ) 



Nick's tv ncti\ity for tin* eold season is beginning to shape up: 20-ininnlc par- 
ticipations in CHS TV's Kawhide and Line Up and about $2>.> million in ipot. 

There'll also l>e some daytime network. I For more on seasonal ad\erli-ers, see p. 2.5 1 , 



TvB will make a\nilable to spot buyers in July a masii\e compilation of audi- 
ence composition data — both national and local -which for the first time will show how 
many men, women, teenagers, and children in the country view the various t\pes of programs 

The study, which will be loaded with tables obtained from Nielsen national!} and Pulse 
loeal-wise, will provide among other things a detailed audience composition anah^is of local 
feature film viewing vs. syndication programs by type. 



National spot radio this week got into the American Motors" (Ceyer) picture 
via a six-week buy in over 50 markets Monda\ through Friday, starting 27 Jul\. 

(American is already in spot tv, using 7i markets with a schedule of Friday nighl min- 
utes and l.D.'s.) 

Another major spot breakout of the week: Kay-L>-\ ae batteries (Howard II. Monk. 
Rockford, Ilk)? 104 announcement^ in two flights in over 100 market.*. Schedules will 
run Thursday, Friday, and Saturday, and the flighls are 27 Angusl-ID Deceinbci and 17 Jann- 
ary-17 April. 

Business eventiuiting from t\ availability calls on P&G brands out of New ^ ork 
plus activity by Vitalis (DCS&S) and Pillsbnry (Hnrnett) should balance in some 
measure this week's Alka -Seltzer (Wade) cancellation foi the summer and the calling 
off of Mr. Clean (Tathinn-Laird) daytime schedules. 

Alka-Seltzer's withdrawal is just for the snmnier. It vill be back in the fall 
with heft} schedules of minutes, in contrast with its previous preference for 20*> and 1,1).'-, 

The V&G calls are for Charmin Paper Products and /est (both li&lt). 

Pillslmry's schedule of night and day mimiles is in behalf of \ngcl Cake Mix; 
the\ will inn in 7~> markets for five weeks. 



For saturating a radio audience with a single type of product \on ll ha\c to no a 
long way to beat the setup WISlh Indianapolis. lias on Saturdays. 

The entire schedule from i\ a.m. to 8 p.m. is devoted to d.j. remotes from auto 
salesrooms and used ear lots. In any event. \t< solved the station's Saturdav bu>ines* 
problem. 
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SPONSOR-SCOPE continued 



The assignment of Pat Weaver to the chairmanship of McCann-Erickson Inter- 
national accomplishes these multiple purposes (besides integrating him into the organ- 
ization) : 

1) Relieves Robert Healy of the international responsibility so that he ean de- 
vote more to Colgate — of which he onee was ad director. 

2) Brings Bert Stilson, another executive v. p., back from Germany — where he's 
been quartered the past two years — so that he ean help solve top management adminis- 
tration problems (like rinding a new president of Communications Counselors, Inc.). 

3) Since the future of international advertising lies in broadcasting, McCann-Erickson 
International gets leadership for the first time from a person with programing 
prestige and reputation. 

Put down as another first this week's statement by Regal Advertising Associates 
containing the list of advertisers to whom it's selling tv spots secured via barter of 
motion picture features. 

Heretofore the barter gentry have preferred to keep their clientele on an unpublicized 
relationship. Named by Regal are Exquisite Form Brassiere, Perfection Wine, Silf 
Skin Girdles, and I. Rokeach foods. 

If you've noticed the accent the Mr. Clean commercials (Tathum-Laird) are put- 
ting on corporate identity, don't jump to the conclusion that this is something 
new for P&G. 

It's happened several times in the past — a new agency on a new product selling the brand 
manager on using the corporate identity as an assurance of performance. The idea, of 
course, is to get the big company*s glamor to rub off on the Johnny-come-lately brand. 

But, as a general rule, this apron-strings arrangement is limited to a run of less than 
two years. 

Agencies in Chicago and other western cities will he seeing adaptations of the 
half-hour presentation on farm radio and tv which the National Association of Farm 
Directors put on before a couple hundred New \ork admen last week. 

The presentation was financed by 27 reps, Keystone, and others. Some backers 
are breaking it down for showing elsewhere — with plugs attached for their own stations. 

C. J. LaRoche, which has the farm end of the Merck account (about $700,000), 
is working on an approach to spot commercials which may have a strong influence on 
the composition of farm-director programs. 

The idea: If a commercial deals with animal husbandry, use information or inter- 
views on that particular subject just ahead of it to set the tone. 

Merck's budget for farm air media: around the quarter-million mark. 

The FCC last week confirmed what the trade generally figured about broadcast time 
sales for 1958 as compared to 1957: radio came out approximately even and tv's reve- 
nue took a jump of over 9%. 

Here's the comparative financial data on the two media: 

1NC0MK SOURCES 

Network time sales 

National-regioual spot 

I ,oeal time sales 

Total time sales 

Total broadcast revenues 

Total broadcast expenses 

Income before Fed. taxes 



1958 RADIO 


U.S. 1957 


1953 TV 


U.S. 1957 


S 46,500,000 


-8.1'^ 


$424,600,000 


+ 7.7 % 


172,000,000 


+ 1.5 


315,200,000 


+ 14.9 


320,200,000 


+ 1.1 


181,100,000 


+ 4.1 


$538,700,000 


+ 0.3% 


$950,900,000 


+9.5% 


$519,500,000 


+ 0.7% 


$1,030,000,000 


+ 9.2% 


181.400,000 


+ 4.4 


858,100,000 


+ 9.6 


38,100,000 


— 30.9 


171,900,000 


+ 7.4 
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As a result of the FCC's proposed hearings to reduce tv network-controlled 
time, you may have wondered just where this option time is located for each of the 
networks. 

The blocks as they stand today, per New York time: 

ABC TV: Monday through Friday: 10 a.m. to 1 p.m., 2 to 2:30 p.m., 3 to 4:30 p.m., 
5 to 6 p.m., 7:30 to 10:30 p.m. Saturday and Sunday: 10 a.m. to 1 p.m., 3 to 6 p.m., 7:30 
to 10:30 p.m. 

CBS TV: 10 a.m. to 1 p.m., 2 to 5 p.m., <5 to 11 p.m. Saturday and Sunday the night- 
time span is 7:30 to 10:30 p.m. 

NBC TV: 10 to 1 p.m., 2 to 5 p.m., and 7:30 to 10;30 p.m. Saturday and Sunday the 
afternoon stretch is from 3 to 6 p.m. 

An interesting sidelight on this fall's regular tv network schedules in prime time is the 
relative number of programs controlled by each network — via complete owner- 
ship, investment as co-partner, or contracts with producers. 

This relationship shapes up as follows: 

NETWORK TOTAL NO. PROGRAMS TOTAL NETWORK CONTROLLED 

ABC TV 34 22 (65%) 

CBS TV 42 14 (33%) 

NBC TV 33 19 (57%) 

Notes: (1) CBS has a financial interest in all 14 nighttime programs it controls; (2) the 
tallies apply to both film and live shows regularly scheduled. 

CBS TV appears to be the only tv network so far that's got its nighttime sale* 
situation pretty well wrapped up. 

The problem at the moment is sorting out clients and products for what's left over, avoid- 
ing product conflicts and getting the best lineup orders. 

Incidentally, CBS has turned back the Tuesday 7:30-8 p.m. period to affiliates. 
Until the past week the network had it programed for Uie fall. It found not enough stations 
would clear 7:30-8 both Tuesday and Wednesday. 

P.S. : An alternate week of the Texan becomes available as a result of Kellogg's 
backing out of the show to co-sponsor Hotel De Paris with L&M on the same network 
Friday. 

For the first time, Corn Products has a tv network showcase for the products 
of its various divisions. 

The concentration this fall — and this includes Skippy Peanut Butter — will be on 
NBC's Rivcrboat, with the time-talent operation coining to about $5 million a year. 

In other words, Corn Products has moved up a notch toward the General Foods class. 

Two cold weather accounts this week latched onto ABC TV's evening shows via 
the participation route, 

Luden Cough Drops (Mathes) picked up a flock of minutes, starling 21 September on 
the Alaskans, Bandstand, Bronco, The Untouchables and Adventure in Paradise. .Meantime, 
National Carbon's Prestonc antifreeze (Esty) will be in on the Alaskan^ for four weeks 
starting 4 October. 

Here's another case of how the right pricing can turn the tables: (.B> T\ "s Capt. 
Kangaroo, which couldn't get oil the ground with sponsors since its inception two \ears ago, 
is now 90% sold as a result of packaging and repricing. 

A quarter-hour segment previously went for $22,215 for time (station list guaranteed) 
and $2,835 for talent. The current package price a flat §5,000, but the advertiser 
must take the stations as they come. 
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SPONSOR-SCOPE continued 



NBC TV has done quite well t>o fur in filling up the open night-time made 
available for the siimuier as a resull of the network's willingness hist fall to take 39- 
week contracts. 

These summer sales include; Purex, Y\ weeks of Who Pays?; Hit Chemical, seg- 
ment* of David Niven Show and Cimarron Cit) ; GE Refrigerator, alternate weeks of Bob 
(aininrings Show and M -Squad; Gulf Spray, parts of Ellery Queen and Cimarron City; 
Midas Mufflers, participation in Lawless Years, Suspicion, and Cimarron City; Sergeant'i 
Dog ('are, alternate weeks of Masquerade Party. 

Vn "SMC sale for the fall this Meek: Liggett & Myers, three half hours of Bonanza 
and Laramie each on an alternate week basis over 13 weeks. And a daytime sale: Edison 
Electric Institute, two quarter hours on eight alternate weeks of Truth Or Consequence plus 
the Price Is Right. 



Even though network tv will have the biggest final quarter ever, the people who do 
the forecasting at the networks agree that the margin of increase over 1958 can't 
go beyond 9% or 10%. 

Their explanation: 

The progression of rate increases and longer station lineups isn't enough to 
count importantly in the billings. Roughly, the indicated margin of rate increase per net- 
work for the next year: CBS TV and NBC TV, 2»/ 2 -5%; ABC TV, 10%. 

All the network forecasters also agree on this: 

Next year should be a very profitable year for the networks as a whole — providing 
they can keep their program and talent contract write-offs down to a minimum. 

Last year these write-offs ran to over $50 million. 

The latest station image study — this one for CBS tv spot sales — was unveiled 
to buyers this week, with the traditional intent of demonstrating that there are factors to be 
considered other than existing audience measurements. 

Gist of the findings: Five projective attitude tests showed that CBS stations WCBS 
FY, N.Y., and KNXTj L.A., have a competitive edge in listener interest, topic of viewer talk, 
commercial believeabiiity, confidence in the advertiser, and programing. 

Number interviewed: 1,200. Conductors of the study: Institute for Motivational Kc- 
rtenrch and Marketing Planning Corp. (MeCanii-Eriekson affiliate). 

The survey will be shown to adinen in L.A. on 30 June and in San Francisco on 1 
July. 

CBS spot did a similar study on radio stations over a year ago. 

It could be due to "efficiency" or saving a buck, but the unemployment situation 
among the older timebuyers in Chicago is beginning to get serious. 

More and more pros are being replaced by younger, less expensive buyers along Michi- 
gan Avenue. Here's how the outs see it: They've become too highly-priced for an industry 
m which they've spent most of their lives; but what can they do with their specialized 
laletit in other fields? 

Soeony (Gomptoii) is abandoning network this fall (it's now on NBC TV with 
I liickdown) for at least a year's alliance with spot t\. 
It wants to concentrate its ad power in special area*. 

W hether the money will go to syndication or announcement sehednles hasn't been 
m it led yet. 

For other news coverage in this issue, see Newsmaker of the Week, page 6; 
Sjiot Huvs. page So; News and Idea Wrap-Up, page U»; Washington \\ eek, page 61 ; SPONSOli 
Hears, pa^e <>I; \ \ and Radio Newsmakers, page To; and Film-Scope, page (>2. 
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COMPLETE 

TV REPORT 

1or o»Ohl weok« 



February 22. 



April iq 



Dallas-Ft. Worth Area 




Nielsen Station Index 




The Latest Nielsen 

PROVES CONCLUSIVELY 
THE SUPERIORITY 
of 

K R L D -T V 

in the Great Dallas- Fort Worth Market 




COMPARATIVE CIRCULATION; STATION TOTALS 

Monday through Friday ... 6 a.m. to 6 p.m. 
Sunday through Saturday ... 6 p.m. to Midnight 

KRLD-TV has 136.0% more than Station D 
KRLD-TV has 41.2% more' than Station C 
KRLD-TV has 23.8% more than Station B 

// you buy any other station in the Dallas-Fort Worth Market, 

WE BOTH LOSE MONEY 




John W. Runyon 
Choi'rmoo of the Board 



Clyde W Rembert 



S TIMES HERALD STATIONS 



CMdjdwL 4,VqMm 

MAXIMUM POWER TV-Twm to KRLD radio 1080, CBS outlet w,th 50,000 wotts. 
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The picture's the tiling . . .You wanuyour commercials to have the snap, sparkle 
and punch characteristic of superb pictures. By Raping it RCA" you get live picture 
quality. All the freshness, all the life-like detail comes back to you on RCA tape 
— thanks to advanced, built-in, qualitwcontrol Veatures of the RCA TV Tape 
Recorder. Unlike older designs, this newestvof TV Tape Recorders makes it easy to 
get and keep highest quality pictures. Your programaand commercials stand closest 
scrutiny because they are transcribed "live" from theWery first breath. Compatible 
in every respect, the RCA TV Tape Recorder also has built-in features for superior 
color rendition that become an added bonus for monochrome. Ask your engineer to 
explain the picture-plus advantages of RCA's electronic quadrature adjustment, sync 
regeneration, four-channel playback equalization, ana, built-in-test equipment, or see 
your RCA Representative. For complete particularsY write to RCA, Dept. TR-2, 
Building 15-1, Camden, N.J. In Canada: RCA VICTOR Company Ltd., Montreal. 

ANOTHER WAY RCA SERVES INDUSTRY THROUGH ELECTRONICS 



RADIO CORPORATION of AMERICA 



Tmk(s) ? 



broadcast and/television equipment 
c/mden, n./j. 




from \\ IU \ -I \ a local 
program Audience Characteristic Profile that 
tells von who's watching and what the\ bin ! 

Xow \\ H< ' \-T\ <*r.*i<4.s tli' j. rc-c'ircli bnrnor :in<l brin»- von 
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rc.'icli niorr lioinr^ spending over >.><) n work lor iri ocrrirs. Hot]] 
icneli ;i liiiilior propoition ol ln>inr> where the fninily nulo is ummI 
o 1 o 7 <hiy^ ,'i week 

V\ Hi ' \-TY, i he lr;ijh i^hi]> Mai ion in New \ ovh teles i>ion, nlTrr* 
tin inl'orninl ion 1o :u\\ erl im*i> 4 fin ;iinI without nbhjjntinii, to niil 
them in nr.'kiiisi the nio- J ellieient in\ o^l meiil of t hen T\ ilo]kn> iii 
^hi'MnK.rkn. \\" 1 > / 1 4 r|H T i 
e1;iiUno\\ \} Ilv ^ V I \ 

NBC IN NEW YORK • SOLD BY NBC SPOT SALES 
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49th and 
Madison 



Why not local tv specials 

We writ* in tho \ >ro(v>> of building a 
ston for M'o\soK when the Ma\ 30th 
edition armed. A fun' reading "Spon- 
sor Speak*/" we would like to compli- 
ment \ on on tlie item "Win not local 
tv specials.*" It is an excellent idea 
and pa\e> the road to arti\e partici- 
pation on the local level in producing 
ihe kind of programing which take> 
on prestige proportions with \ lowers 
in the station's sen ice area. This t\ pe 
of programing ha> actually de\ el- 
oped a 'corporate image" for WT L \- 
TV. We heartily endorse }our sug- 
gestion. 

Byron Taggart 

prom* mgr.. IV F 'LA-TV 

Tampa. Fla. 

* * « 

I don't lime to tell \mi I'm an a\ id 
reader of your "Sponsor Speaks*" edi- 
torial page, hut there \\a> something 
that caught m\ e\e la^t week and ex- 
cited in\ attention no end. It has to 
do with "Win not local t\ specials." 

F,\er >ince CBS took o\er down 
here, we have been doing what 1 
think is a fairh creditable job in pro- 
ducing >pecial tele\ision programs on 
a local le\el. As you can *ee from 
the enclosed tear :*heet:N thej«e are "lo- 
cally planned and produced ;diow> of 
high community intere>t** and we are 
rather proud of them. 

With Bell & Howell. Prudential, 
etc.. sponxning network public - 
ice pi'ograin>. it might be that the 
time ha> come for local firms seeking 
'"a local corporate image** to ?pon- 
M>r program?- of t>pc. 

John A. Schneider 
geiu mgr.. IT'CAl -TV 
Philadelphia 

* * * 

Head with much interest sponsors 
editorial. "Why not local tv specials" 
in the issue just arrived. 



I bought \ou might he inteioled 
in the t\ special KT1 A ahead) has 
underway on a local Ic\el. Attached 
\ on will find releases concerning the 
first two presentation:-, 

Kea\ is Winckler 
dir. of puhL. KTTl 
Los Angeles 

• Sj,,,-,. )■ nl> lUli in» niir i ilhurtiil "W h> mil 
ItH'al l* HpcriaU" w *• Un\r liml a nniiiluT tif 
loltiT- frnni 1* siatimi*. mii-Ii at 1 li«»-<- |irirUi-iI 
:ilimi«, Apparently. I In* iiU'a uf prnxraitiinc 
>p«M*!al prtiyrain- m« a local ha-it in rat rli tiif: 
on f a-t. <* * I'lrmin* I In* 1 rc**<l ami <.u«aj*«"*f 
dial -iit'li jinisraitiA Im> rn ill tins: lit f ul roii-hl- 
i ralioii liy minimi ii it > • mi mlctl I urn I nl\ itI i-rrs. 
Pur a full ca-r lii-tor\ of a t*iimi*n*rrially -.pun- 
*i»n-tl local t\ -prcial. -ft* S|>(l\SOH, 13 J nut*. 

Farm and ranch programing 

\ our 14 March issue contained a 
reference that farm departments are 
being cut (low n or eliminated. We 
are happ\ to announce the formation 
at KI10W of a full-time Ranch and 
Farm Sen ice Department, under 
direction of K\an Slack. We are pro- 
graming for the Ranch and Farm 
audience. Moiuhn thru Saturday. 
5:30 to 6:30 a.m.. and 12:15-1 p.m. 
Our director has complete freedom to 
travel the area in performing his du- 
tie> in behalf of KflOW 's "KFD 630." 

Robert S, llix 
gen. mgr.. 
ktlOW 
Denver 

They like us! 

Congratulation^ on \ our 25 \pril i^- 
mio . . . another ver\ interesting book. 
If ])o>-ible. we'd like ten reprint.- on 
the bowling ca>e hi>ton I page 31 1 
and 25 reprint,- * > f the Lumber \ Build- 
ing .Material >ucce» «ton i page 54*. 
Steve Fa\ er 
prom. dir.. HIOL-Tl 
Tol edo 

• fit-print* of M*0"NM>H arlirlf- ar** Cn-tiiiriit. 
1> a> ailahli*. Halt", nit rctpict . 



You could ask 
Robert Sherry 

PRESIDENT 

of KIDD MONT F RC Y 

about our World-wide 
Voiced News Service 




but why not call 

INTERNATIONAL 
TRANSMISSIONS^ 

2 W. 46th ST., N.Y.C. 
COIumbus 5-2400 



w 

0 

p 

A 


is the 
most 
effective 
sales force 
in the 

CHICAGO 
NEGRO 
MARKET 

with 

Chicago's Greatest 
Air Salesman 


1490 kc. 






102.7 mc. 


B 


IG 


represented 


p '^f B 


ILL | 


by 1 
Bernard 


Wy h 


ILL 


Howard & Co., 1 
Inc. ! 







Same ownership as WDIA— Memphis 
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Sign of Responsibility 

Philadelphia looks to WCAU-TV for far 
more than the finest entertainment. 
During the past 26 weeks, CBS Owned 
Channel 10 originated close to four 
hundred programs designed to inform 
and enlighten Philadelphia audiences 
on matters of vital concern to the 
community, the nation and the world. 

Included are 15 regularly-scheduled 
public affairs programs every week, 
plus five "special reports'?.. live or on 
film, covering newsworthy topics from 
the Cuban revolt to a close-up of 
law enforcement agencies in operation 
throughout the Philadelphia area. 

All produced locally by Channel 10's 
Department of Public Affairs, these 
programs are patterned to the same 
high standards which distinguish the 
station's entire broadcast schedule, of 
both local and network origin. 

It is this sign of responsibility toward 
the community that creates a unique 
image of trust. And makes possible 
the very special response, far above 
and beyond the ordinary, on the part 
of Philadelphia audiences to all the 
programs and advertising they see on 

CBS OWNED CHANNEL 10 WQAU-fY 



draw! 

Take a bead on KKMB Radio in San Diego. Because here in the 19th 
market people are working, playing and buying at breakneck speed 
and KFMB is their reflection. Friendly voices with wonderful music. 
Authoritative voices with factual news from CBS, from our own re- 
porters covering a market that relies on us to get the news first and 
get it right. Intimate voices with ft variety programming. Overall, 



a sound that has caught the 
San Diego area and has 
radio ever has. It all adds 
in the better part of 
no time to hold your fire 
straight at it with KFMB 




bounce, verve and life of the 
captured its ears as no other 
up to the biggest audiences 
Southern California. It's 
in San Diego. Shoot 
Radio. DRAW NOW! 



KFMB RADIO o SAN DIEGO 



REPRESENTED BY EDWARD PETRY & CO., INC. 
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COSMETICS 

TV'S 

$126 MILLION 
SWEETHEART 




COTY GIRL (BBDO) demonstrates "French Spice" tn tv commercials 



^ Now the second largest industry in the t\ medium, 
cosmetics and toiletries are uppiug "59 ad hudgets 

^ Spot and net spending in first quarter show new. 
added stress in visual selling for non-vital heautv aids 



^^s more consumer monex pours 
into non-neceS , sities such as mascara, 
hand lotion and shaving talc — the 
romance heighten:; between television 
and the luxury classification of busi- 
ness known as cosmetics and toi- 
letries. 

Last year the 10 major products 
identified broad lv as cosmetics and 



toiletries spent SI 26 million on tele- 
vision. $ 16.7 and 37^.3 million re- 
spcetixeb on spot ami network. This 
x ear. ob^erx er> w ithin the industn 
document their optimistic guess that 
the total tv in\e>tment will reach at 
least £146 million $96 million for 
network and $M) million for spot. 
Here are reasons win thex predict 



this upsurge in cosmetic spending : 

• First quarter hilling for spot N 
up from >ll.o million in I * >->« 5 to 
.> 1 2.0 million this \ ear and iir>t 
quarter billings are alwa\s consider- 
ably lower than second, third and 
fon rtli quarter spend ing because < > f 
such seasonal items as deodorants, 
depilatories, sun tan lotions. Cologne* 
in spring and summer. 

• Of nine major eompanie* bu\ in£ 
uetu oi k telex i*iou in 10.>J> as w ell 



as in the first quarter of 



iht 



of these blue-chips are spending at a 
higher tx rate than last xear. 

• I here's a continuing trend for 
more national adxeiti-i rs to bu\ into 
spot t\ and network tx. In the pa>t 
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three soars tin* number of indi\ id mil 
netw nrk cosmetic a«l\ erlisprs rose 
from 24 in 1956 and M7 to 27 in 
19»">o t including duplications for 
client? using both day and night 
slots I. Tim number of spot tv spon- 
-oi'ji in this eategon rose from 3?> 
in 1936 to 73 in J 937 to 76 in 19511 

These growth figures are reflected 
in lln* current spending rate of na- 
tional advertisers manufacturing cos- 
metic and loiletr) lines in the 10 
product classifications \ as analyzed 
b\ T\ I> and \. ('. Rorabnugh \ : cos- 
metics. deodorants, depilatories, hair 
tonics and shampoo?, hand and face 
creams and lotions, home permanent.* 
and coloring, perfumes and toilet 
\\ ateis. razor's and blades. sha \ inu 
creams and lotions and loil?l % >aps. 

Hen; are the growth patterns: 

Network: Of the top 20 investors 
in television ( see adjacent chart ) . 
nine sponsored network programing 
in 3<> ami '59: eight are spending: at 
a higher rate (based on first quarter 
projections') and onh one Chese- 
brough- Pond's at a lower rate. 
Ma\bclline. which puts a major share 
of ils budget into spot tv, this %ear 
lias added network. 

Three clients - Schic k. Ilelene 
Curtis and Max Factor canceled 
their network schedules and with the 
exception of Factor are putting more 
moiie) into spot. 

Tvi o companies — Alberto! ail\ er 
and Harold Kilehie- s]>ent more 4 on 
network t\ in the first quarter of this 
\ear than the\ did during the entire 
war *5JI. and one. Carter Products, 
spent almost as much. S 1 .2 million 
in the first quarter of '59. contrasted 
with Si. 5 in ill ion for all of 5'i. 

Spot: Of the top 20 companies 
analyzed b\ sponsor in the adjacent 
(hart, seven are consistent spot and 
lion- net work buyers Jergens. \von. 
Charles \ntell. I)i\ orsifiod. Fvcr- 
4iarp. Coty and Sardcan. The big- 
gest spender in both classifications is 
Piocter & (iambic, which hi At "sear 
ime^led >I2 million in network ami 
>(}. \< million in spot. 

Nine of the 20 majors Inning spot 
last year speul less than they did in 
57. but four of these companies spent 
onh a slighlK smaller amount. Xone 
of the advertisers dropped spot be- 
tween ->7 and 5u. and last \eai two 
new spot l\ sponsors came in 
1 )i \ ersified and F\ ersliarp. 

I he biggest share of new billing 



WHAT 20 MAJOR COSMETIC AND 



NET 





COMPANIES 


First A mo. 
of 1959 


1. 


PROCTER & GAMBLE CO. 


$4,010,520 


2. 


CARTER PRODUCTS, INC. 


1.230.841 


3. 


ANDREW JERGENS 




1. 


LEVER BROTHERS, INC. 


1.663,995 


5. 


AVON PRODUCTS, INC. 


. 


6. 


CHARLES ANTELL, INC. 


-- 


7. 


COLGATE-PALMOLIVE CO. 


2.097,469 


8. 


MAYBELLINE CO. 


292,791 


9. 


HAROLD F. RITCHIE, INC. 


169.630 


10. 


MAX FACTOR & CO. 




11. 


ALBERTO-CULVER CO. 


1.565.387 


12. 


CHESEBROUGH-PONDS INC. 


171.737 


13. 


GILLETTE CO. 


3.256.008 


14. 


DIVERSIFIED COSMETICS 




15. 


EVERSHARP, INC. 




16. 


REVLON, INC. 


2.080.880 


17. 


HELENE CURTIS INDUS. 




18. 


COTY, INC. 




19. 


SCHICK, INC. 




20. 


SARDEAU, INC. 




"Tvll fisruw 
niti tniletn 


baM'A on Lc a^Ins: National A hritiscr;. lirnji (least A 
pr.' Iiut mfiiviTaOuu*! hy tlif <> a< vow its 


fJvrTtNoii lir^m H fur 0r4y coowtHif 



last \cai came fioni four ( las^ifica- 
tioiis of toiletries : hand and face 
cream*, with in vestments soaring 
from $739,000 to &2.H million in Trfi: 
perfumes, from Si to s 1 .7 million : 
razors and blades, from $591. 000 to 
? 1 .9 million and toilet iM>aps from 
•> ( J.5 million to $10.7 million. 

1' ood products- which are needed 
item* in contrast with cosmetics and 
toiletries, and u Inch ha \ e a higher 
rate of consumption and therefore 
greater sales tu rnov cr continue to 
account for the biggest share of the 



l\ dollar llasl \ear. V)C in e\erySlK 
Hut the margin between No. 1 and 
No. 2 cosmetics is narrow ing de- 
spite the non-u ecossit\ character of 
almost all pro<lucts with in this latter 
broad category. 

1 fere's the ranking of the top five 
spenders for net and spot tv and the 
percentage of the total t\ billing 
w hieh lhe\ contribute. 

.Network ( *5:i>: No. 1.. food. 19'J 
of $566.5 million: No. 2.. cosmetics. 
14' < : No. tobacco. 10',' : Xo. 4.. 
drugs. 9'*'; \o. 5.. automotive. 9'#. 



HI 
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TOILETRY FIRMS SPEND ON SPOT AND NET TELEVISION 



WORK* 




SPOT** 




1958 


1958 


1957 


1956 


SI 2. 130. 198 


SO. 139.870 


S 7. 798.9 10 


S 383.370 


1 .566. 1 5 1 


3.153,190 


5,509.28,0 


3.332.230 




3.153.280 


155.810 




1.130.976 


3.030.890 


2.328.360 


633.230 


- 


2.770.120 


2.287.750 


1.307.68,0 


- 


2.203.580 


2.98.3.700 


2.51 1.000 


5.921,121 


1.772.800 


3. 1 73.660 


3.71 1.950 


- 


1.553,810 


1,168,860 


163.030 


303.350 


1.139.920 


1.595.100 


1.213.500 


1.695.612 


1.308,110 


2.290.850 


3 181.730 


1,131.882 


1.235,120 


616,970 


93-010 


2.516.672 


1.235,120 


191.810 


1.125.1 10 


12.997.938 


1.121.100 


1.723.750 


1.532.870 


... 


1.063,880 


- 


- 




885.210 




- 


1.8 11. 181 


815.710 


- 

15 1, 120 


1.817.870 


2.938.175 


752.210 


583.330 


217,110 




715,010 


753.720 


158.560 


1.635.529 


71 1.600 


166.810 






618.760 


1.023.310 


717.810 


""Tvlt Hjrurps l>a<oiI r>n N C. 


ItonitmuKh «>*t Iniat«*s f only f^niHle ami toiletry product- 


manufacture*] hv (tir«<* aa-onnts. 





Spot ("58 1 : No. 1.. food, 26'; of 
$51 1.7 million billing: \o. 2.. cos- 
metic-. 9 ( ( : No. .'S.. tobacco, 6'c : No. 
4.. drugs. IV '( : No. 5.. automotive. 
{ y f . ( Ml figures. Television Bureau 
of Advertising) . 

This spring, a ?pot check of net- 
work and spot act i\ it \ shows the 
mo\e into the \isual medium to be 
even more pronounced. As of Ma\ . 
there were 21 network advertisers on 
the air selling 49 dilTevent products. 
Of the 91 programs sponsored l>\ 
cosmetics-toiletries I this include* 



multiple-segment program- t c\ on 
week, 15 wen* aired before 6 p.m.. 16 
after 0 p.m.. representing an e\en 
division of interest m reaching hou,-e- 
wive* as well as an al! famih or adult 
audience. ABC is airing 20 of the 
?how*, CBS. 28. and ABC. 43. 

I here's an interesting contra-l be- 
tween tvpical use patterns in the 
three* major markets, also. This spring 
during a typical week of monitoring 
bs Brnadea.-t \d\erti-er- Beport-. 
there were 35 cosmetic ad\ertisers 
Using spot t\ in Chicago. 10 in New 



^ oi k and IT in Los Angeles. Kadi 
of these cit ie.- represented * omm< r- 
eials for 52. 51 and 65 different (os- 
metic and toilet i \ products. respe< - 
ti\el\. Bart of tin* explanation for 
this concentration on tin 1 \\ e-t ( oa>t 
undoubtedly lies in its weather, which 
call- for the -a me product- which 
are -u miner seasonal in mo.-t otln [ 
area- of the countrv . 

\lnio-t all of the Big 20 t\ ad\ei 
tiser- !i-ted in the chait ha\r experi- 
enced unu-uai -uccr— with llieii u-e 
( I*h'asr turn to pa sir Tit 
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AT McCAN N-ERICKSON determination of basic marketing objectives is the starting point for all media planning and strategy. McCann, which 
stresses marketing heavily, runs a Marketing Communications Workshop for agency executives and specialists. Shown here, a Workshop session 



How McCann makes media decisions 



^ Over 75 factors, hundreds of people influence 
media choices, say McCami-Ericksoii marketing men 

^ Bui planning v. p. Kinley explains 11 important 1 
yardsticks used by agency in intcr-incdhi selection 



1 1 look- like a \U\hc Goldberg dia- 
gram,"" *aid Lee \dlei. piojeet diroc- 
tor at \lrC;mn-K] ick^onV affiliate. 
Mai keting Planning Corp. 

\dlcr wa* explaining a ehait pre- 
par<"<l from a iceent >tnd\ of k *\tti- 
tnde^. Habit*, and Mother Influenc- 
ing Media I )c< lMon^." made b\ Mar- 
keting Planning anions 1 2.~> outride 
jd\erti^(M and ngonc\ ('\rciiti\cv. 

On the cliait were do/ens of bo\e*. 
arrows and inleieonnecling lino**, in- 
dicating the almost fahnlon^ number 
of factor* and people which can M»me- 



tinies have 1 a hand in a national ad- 
\ertixefV choice of me<lia. 

\ ohod \ at \h Can n- Fa ickson be- 
liefs that the job of media selection 
i> eas\ or nneoniplicated. \mericaV 
No. 2 agency know* from lmuuUcale 
experience and in-depth research that 
climate, geogi a pin . personal pi eju- 
dices. prepare from the field, indn— 
tr\ codes, production cohN. ingrained 
liabit^ and do/en** of other tangibles 
and intangibles can often *\\iug deci- 
> i o i i *** to t\. radio, newspaper*, or *kv- 
w 1 1 1 in** . 



Hut McGinn does have a clearly 
defined operating philosophv and 
practice for it- own internal inter- 
media selection and planning. This 
hiloM)ph\ was explained in detail 
reeenth b\ Dnniel 0. Kinle\ . \ .p. and 
manager of planning, media, and re- 
search at MeCann's home office. Io3 
1 .exington \\e.. New \ oi k, 

\t McCann. >a\s kinle\. tin 1 estab- 
lishment of basic marketing objec- 
tives* H the Parting point for media 
strategv. Once the McCann market- 
ing department has worked out these 
objeethes then media goes to work. 

McCann believe? that 11 basic fac- 
tors must be weighed in all media 
planning decision?* : 1 ) budget. 2 \ 
eompetiti\ o aethitv. 3) frequency \ *. 
co\erage. I) continuity . 5 \ impact on 
distribution. 6 I flexibility . 7) fran- 
chise position, o) standards of ac- 
ceptance. 9> covt-per-I.(K)0. 10) 



-i»o\sott 
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effecli\t j ne.v* of selling message 4 , 111 
prospe'etiv e cnstomei >. 

The last three of these factor?*, savs 
kinlev, arc the *me>sl important. mo>t 
rem Inn ersial and most « J iHiru U,"" 

Kacli of ilit' 1 I factors dee'plv af- 
fee'l mien-media soh'ctioo. however, as 
a Mml\ of media plan* of various 
McCann account* clearly shows. 

1 ) Budget. Size of budget of leu 
derides which and how many media 
shall he used. McCann advocates do- 
ing an adequate joh in one primary 
medium, and adding Secondary me- 
dia oid) if funds are available. Thus 
Borax with a comparatively limited 
budget, pals almost all in spot tv. 
Del Monte, which wants color repro- 
duction, concentrates in magazines. 

2) Competitive activity. Here one 
of two strategies dictates McCnnn's 
media planning: either to meet com- 
petition bv covering tlx 1 same aueli- 
eiue, or to find a completely separate 
audience not reached In competition. 

3 \ Frequency vs. coverage. This 
usuallv becomes a problem only when 
several different media are used. l)o- 
cisions on "bow often" and tfc how 
mam" figure In overall media plans 
such as CMC Trucks, where a basic 
image-building job is done with mag- 
azine.*, and specific sections of the 
market are bit with direct mail. 

\) Continuity. .McCann feels that 
it is often uneconomical to jump 
around among media tvpes. hut some- 
times with planned purchase items 
where repeat sales arc unlikely, it 
mav be desirable to reach a different 
audience, or change the selling mes- 
sage 1 . This latter strategy is being 
followed with Bulova. once almost ex- 
clusive!) in 20-second tv spots, but 
now using minute announcement* in 
net tv. plus color magazine pages. 

5) Impact on distribution. The 
need to impress wholesalers and re- 
tailers, to get lie-in advertising on a 
local basis and to use the 1 promo- 
tional Support offered l>v a medium 
is often a major factor in media 
strategv on some* McCann accounts, 
as' w itb Colden Cram Macaroni. 
vvhirh concentrates in newspaper*. 

6) Flexibility. This factor is moM 
important. savs McCann. in product 
situations where 1 it is impossible to 
make long-range plans, or whe*re re- 



gional, ^ea^onal or ihc vanalious pre- 
dominate 1 . \eslle's F.ver Ready Cocoa 
u>es spot tv for these reasons, \estle 
spots are* ran when temperatures dn»p 
below a give*n point. 

7 > Franchise positions. McCann 
client* like ('oca-Cola and (Chester- 
field have franchise positions in <ri- 
lain magazines vvoitb thousands of 
elollars in e*\tra reader*. Other clients 
have* franchise positions in net tv 
lime and programs Moth t v |>e^ of 
franchises receive benv v eoiisidera- 
lion in media planning. 



ol Standout* of ncceptaiae, Cn- 
tain piodneK. mh b ih liqnoi. or tho-n 
not a<l\eiliM»(l to a familv an<lniu v 
must cnn«*ielei the appi opriatcne^ of 
a medium for their >e*lbng inc^ii^'s 
NbCann's Schrnlev ae count U « • r 

l )\ Cosi-pei-l.lHH). ThU i- trc- 
mcnelon>lv important in all \b ( ami 
media planning, but. sn^ kinlev . it 
i> best approaches! when linked with 
the last lv\o factor >. 10 1 effectiveness 
of selling message, and II I prosper * 
five customers. 

t Please turn to page ~7t \ 



McCANN'S 11 MAJOR FACTORS 
IN INTER -MEDIA SELECTION 




iccording to Daniel D. Kiriley, 
r.]i. and manager of planning, 
media, and research at .Me- 
Cann-Frickson s \ .) . 'home 
office, the first eight of these 
factors are relatively easy to 
handle, the hist three are the 
"most important, most contro- 
versial and most difficult" to 
deal u ith in making up media 
plans, and in evaluating dif- 
ferent choices beta ecu media. 



1. 


Budget 


7. Franchise position 


) 


Competitive activity 


II. Standards of acceptance 


> 

>. 


Frequency vs. coverage 


{ ). Cost per thousand 


L 


Continuity 


It). Effectiveness 


5. 


Impact on distribution 


of selling message 


(>. 


Flexibility 


11. Prospective customers 



Kinley points oat that at l/< Cann these I 1 jm tors prodm e 
widely different types of media strategy. See text for examples. 
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MILLER'S PLUS: 
TV'S OUT-OF-HOME 



AUDIENCE 




TIP OFF from Milter salesman Sylvan WoM primes bartender on action in filmed golf show 

^ Miller Brewing promotes All-Star Golf lo "unmeas- 
ured"" audience with help of bartenders, club managers 

^ Tips off action on upcoming tv matches lo build sus- 
pense; Reynolds Metals adapts technique lo reach execs 



^^robabb one of the earliest re- 
newals' on record foi a fall program 
is the >'\ million commitment shared 
1>\ Miller Brewing (■<>. and lve\ nobis 
Metals wrapped up la>i Febmar\. 

Hatlier surpri>dn<d\ . what the\ 
wore in sneli a hum to >ign up was 
golf a game not parlicnlarl} noted 
for fast 1 1 ii" ills, nor norinalh associ- 
ated with tin em patrons. ^ et each 
spi aiso i see* an enlireb dilTerenl 
\ i 1 1 ii<- in it- 20 weeks of ill-Star Coif 

on \nc T\ : 

• Millei aims at ro\ering an 4 *onl- 
of home" audience in ttperns. club- 
houses, men - < labs. 



• \ golf show serves Ke\ nobis 
best as a good-will leverage with log 
business. s|>eeificallv aluminum users. 

What golf lacks in physical may- 
hem is more than made up for h\ 
tin 1 promotional facets inherent in 
the sport. 

Miller has long heen committed lo 
>ports promotions! as a sales builder. 
It now spends over S 1 .7 million in 
radio and tv to clinch the connection. 
This, in addition lo expenditures of 
well over a million in national and 
distributor spots. 

I lere's how Miller's sports pro- 




/ 



SPOTTING highlights during filming: (I to r) 
Miller ad dir. Eddie Ball, Mathisson's Hugo 
Bauch, next season's anncr. Jimmy Demaret 




graining breaks down in air media: 
Tv 

All-Star Coif 
Program S 300.500 

Time SM19.500 
Promotion 100.01)0 
TOTAL SI. i ( J0.0l)0 
Radio 
Milwaukee Braves 

t«t\l S 212.000 



Miller owns thr rights to the linnet 
broadcasts ion -11 station** in \\ ix*on- 
sin. Michigan and Minnesota I and 
subcontracts one-third of eaeli game 
to Clark Oil and 1\ Lorillard. 

Miller's tricd-aiul-lrue taclies for 
merehand ising the Hra\ es include 
scoreboards at retail outlet*, liberal 
supplies of season schedule* I includ- 
ing \\ve mats to newspapers I . 



Hut merchandising golf in\ oke-* 
an cut ire] \ (lilTerent set of ta<-ti<-<*. 
"Tin* entire < ampaign." sa\ * ad\ er- 
tising and sales promotion director 
Kddie Hall. aimed at a qualitat'no 
audience. specific ialh the audience 
that does not Any home to he mens- 
ured. When we went into this thiici 
we were under no impression that wv 
\l*lease turn to pa fie 70) 



INSIDE DOPE on sandtrap outcome gives Neal Bell eft t ammunition to hold customers for another round at Louis' on W. -48th St., N. Y C. 



LOOT SONG 



TIMEBUYER 




Sck.nk: The office of Starke Ravin, 
associate media (lit ec/or of Calway, 
Hay, (ironunet. Hottom & Hedroek 
{gem y. Ravin is sealed behind his 
I \-foot teakwaod desk- monastic in 
the severity of its gold inlay designs. 
Before him, ankle-deep in Higeloiv 
carpeting, stands assistant timehnyer 
Men in Hurdle, fleiiind Hurdle on the 
(a/ pet pecking industriously at the 
pile is a fat. while duck. 
\\V\\\t\X: You mmiI for me. Mr. Bavin? 
I1VMN: 1 did. Hurdle. We been get- 
ting some disturbing reports from 
\oin tu t onnt supei \ isor. Seems 
\oii re spending more time cm the 
bench IIkiii oh the team. I Xotices 
dink) . . . What-ds-lhat? 
m liDl.l:: i tjter a glance over his 
slumldei \ If* a duck. sir. 
it win: 1 can sec its a dink! What's 
it doin- here at CKCl'iMS? 
m iiDLK: 1 trot it last week. *ir, at a 
linieluner pail\ thrown l>v kWOK. 



It came in a little crate with a note 
that read: "Don't Duck the l**ue — 
KWOk is Firs-l in Shave of Audi- 
ence."* [Turns on dncln Shoo! Scat! 
Hack to media ! 

iumm \o. no, let it stay, Hurdle. It 
points up what I want to lark to yon 
about. ^ on ha\en[ bought a second* 
worth of lime in three weeks. 
mi him j-;: 1 can explain that. Mr. Ba- 
\ in, 

invi.M 1 don't see how* yon can. The 
Sevub-ad)ub ('leaner campaign was 
okayed two weeks ago Thursday. Yet 
you haven t asked a single rep for 
avails. 

ittiiDLK: Hut l'\c been ver\ bus\ . sir. 

The da\ it was okayed. I was at the 

\YKAK-TV Turtle Uaee. 

kv\i\: \ turtle race! Now reallv. 

Hurdle! 

m KDLK: \ Proudly) Picked the win- 
ning turtle, too. Came awav with an 
o\ersi/e patio umbrella, symbolic of 



WEAK's coverage in its market area. 
ra\i\: All right, all right. That was 
only one day. Wh\ didn't your re- 
quests go out the very next morning? 
BTkdlk : Because 1 wasn't here next 
morning. 1 *pent the next two da\s 
at The SheralomKasl where the races 
were held. You see. sir. they pre- 
sented the umbrella to me opened up 
and until I figured bow to get it 
down. 1 couldn't ding it out through 
the rev oh ing doors. 
kvm.x: \ our siiper\isor reports \ou 
weren't in here Monday or Tuesday 
either. 

in kdlk : But that wasi my round trip 
to Borne, sir. 

kvvix: Home? In Itah ? What the 



were von uoim 



HliiOLK: lla\e \ou forgotten the 
KHIM Tirnelnner Penmanship Con- 
test? I won it, you know. I wrote 
the en 11 letters KHIM on a single 
post card 1 1.793 limes. 
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R.WLN"; {Purpling) \ou mean that 
while we're paying \nu to Inn lime, 
you spend your time copying call 
letters on a postcard? 
BL'RDLE: Hut it only took me three 
day*, Mr. Ravin. And in winning 
1 feel sure you'll agree — 1 added im- 
measurably to the stature of GBG- 
B&B. Xo other agency can claim a 
buyer who can squeeze 11.793- 
u win : ( Weakly) 1 suppose not* 
m'RDLE : And I think you'll also re- 
joice in my good fortune of winning 
another contest only a day after re- 
turning from Home. It was the 
KOXK-TV Whither Pal Weaver? 
Contest. 

ravin: And you guessed he would go 
to McCann? 

Bl'RDLE: Xo. I gue'-ed he would go 
to Maxon. But Maxon is r ight above 
McCann in the sponsor directory, 
and no other timebuyer came closer 
than that. You'll never uuess mv 



prize for that one. sir. so I'll tell you 

— a trip to outer space. 

r win : Really? Were von Aide or 

Baker? 

Bl'RDLE: Huh. heh 9 very funny, Mr. 
Ravin. Actually it may he a w hile 
before I collect on this prize, but 
KONK-TV guarantees me rcPcrvation 
on the first rocket to the moon. 
Lucky, aren't I ? 

RAVIN: Luckier than I. because I 
know you'll be back. An} how, Bur- 
die, to get back to why \ ou're not 
buying any time, where were you 
yesterday and the day before? 
Bl'RDLE : Well, the day before 1 spent 
trying to get the electric refrigerator 
home in my sport ear. 
R win : What refrigerator? What 
sport car? 

BL'RDLE : The 1 1 -cubic foot freezer 
compartment model I won at the 
\Y 1 \ Y p recent a t io n . It was a little 
large for the Alfa Romeo I got from 



that Dululh station wo never bin. I 
can >ure u>e that rofrig. Take* a lot 
of horseineal to feed two gator*. 
rwin: Gators? mean alligator*? 
Bl'RDLE: Yes. Mr. The ones 1 sot 
from that Miami station. Or didn't 
\ou hear the screani> in the mail 
room? 

RAVIN: i Sadly) Good hea\ens. Bur- 
die ! \nd to think w ben I wa» a 
timebuyer we were happy with a free 
martini and a ball point pen. Well, 
let ine tell you one thing, young man. 
Starting tomorrow, von trade in \ our 
ivy >nit for eo\eralls. Starting to- 
morrow, you cut out the gay. social 
whirl. Starting tomorrow 
bI'rdu;: Ft . . . but I won't be in to- 
morrow, sir. I guess you didn't gel 
the word yet. but 1 won the ABC TV 
Timebuyer Contest. 
R.WIN: So what's tin 1 prize? 
lit RDLE : I'm to be Ollie Tro^z for a 
din. ^ 
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HERE'S UNITED'S PRICE PROMOTION FORMULA 




START EARLY. I nited found short-term promotion should 
get early start, so specified early morning spots, even in run of 
schedule, also made sure entire day was covered adequately 



TELL FULL STORY. Promotions, says United, need fall 
60 seconds to give price listings, cornjuirisuns. location, phone 
number. Don t chisel on time for this kind of announcement 



KEEP COPY RECOGNIZABLE. For slrorNcrrn. price-type 
push, don l try to vary copy too much. I nited scored using just tiro 
different commercials. Family resemblance is important for impact 



CHECK RESULTS BY MEDIA. Tinted analyzed returns, found 
ill 7«Vi of business came from radio* (2l radio pulled better 
credit-rating customers. Chech* provide basis for future promos 



What makes a price promotion go 



^ United Motors of Omaha did everything right in its 
20-spot weekend push on low-cost transmission service 

Kcsnlts: it luul to suspend 52-week schedule of 9tU) 
spots in order to catch up on orders from first weekend 



A\ couple of week? ago. J nek 
Howard. Kl*\li snles manager in 
Omaha, found a letter in his morning 
mail. This Has the first sentence: 

"I >onr Mr. I low aid : \\ ill \ on 
please cancel onr spot s f lvduh ilial 
we iii inured with \ on last week ..." 

The writer of this letter Boh 
IJrninleN. Omaha manager of I nited 
Motor ^ I ni nsni iss ion Kxchange 

canceling a hefh .lH-werk ^cln-d- 
ale railing for OilO minute nnnonnw. 
meiil^. Ih mule) ami liU bosses i n 
Lincoln. Nebraska had counted on a 
coiitinnoiis weekend radio promotion 
to trigger and maintain a flow of 



customers to the new Omaha garage. 
What the\ found out pro\ ides some 
helpful clues to miming a price pro- 
motion. 

Innmlej and KFAP» general man- 
ager Lwll l>reniser had cowred even 
ha^e in la\ ing out the plans for the 
campaign : 

• Frequency. Contract called for 
10 minute spots on Satunla\. 10 on 
>nuda\ at a cost of .>10 apiece, rnn- 
of->lation scheduling with earh 
morning cowrago specified. 

• ( op \ . 1 w o hasie pieces of cop\ . 
60 seconds in length, were recorded. 
One was a slraiaht. umarnished list- 



ing of prices following a business-like 
attention-getter: "Now . . . \ ou can 
haw jour ear put in top condition 
for little money." Copy wound up 
with opening, closing hours: refer- 
ence to Saturday and Sunday classi- 
fied new spaper ads: address and 
phono number. 

Second piece of cop\ was a dra- 
matic variation of the first, liut the 
action was merch a scene setter 
(honking horn, ^tailed engine, gruff 
\ oice ) for the pricedi>ting eop) . 
Wind-up was light musical theme 
under tpiirk reiteration of main 
points h\ driwr of stalled car ami 
announcer. 

The first spot went on the air at 
0:,H0 a.m. Saturday morning. Urnm- 
le\ "s woes, as stated in his letter, 
continue: 

'*. . . We rented a building we 
thought would be adequate . . . but 
In Saturday night cars wanting tin 1 
sen ice w e ad\ crtised o\ er K 1\AB 
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RADIO/TV COPY BOOM IN 
SOUTHEAST AD AGENCIES 



fi IKm 1 our 5.000 >quare feet. B\ Sun 
da\ morning we were looking for a 
parking lot for car? needing our im- 
mediate attention." 

Customer.** whose ear.* were >ti!l in 
an\ sort of running order were put 
on waiting lists, while Brumle\ >pent 
Sunchi \ looking for a place large 
enough to take care of thein. wincing 
e\en time In* heard a spot on the air. 
H\ mental calculation, eacli spot 
meant rough I \ another lo curs. W here 
was he going to put them"/ 

"We ended up leasing the Andrew 
Murpln & Son Oldsmobile garage at 
1 102 Jackson." he continue!*. 'VJO.OOO 
square feet of space." 

This six-fold increase in sq>aeo was 
needed to accommodate 17ti cars and 
roughl\ $25,000 of husiness. Amid 
all the confusion. Brumle\ had not 
lost sight of Inning cheeks made of 
what advertising brought people in. 
because he wanted to find out certain 
things. One concerned credit i isks. 

"The radio-drawn customers." he 
sa\s. "presented an absolute mini- 
mum of problem from the standpoint 
of credit rating. We noted the credit 
rating? were far superior to those of 
customers brought in In the news- 
paper advertising." 

Another thing he wanted lo estab- 
lish was a media balance for future 
advertising. Since 75' [ of the busi- 
ness came from radio, that was the 
clue he was looking for. Specifically . 
$450 worth of weekend radio advertis- 
ing can use a classified backup of 
$150. Tbi* would have been Brum- 
leys formula. 

But. another chore he remembered 
that week was the letter to Howard 
canceling hi> contract, \etualb. how- 
ever, his (experimenting nature got the 
best of him. lie let the 20-spot sched- 
ule run the following weekend just to 
see if the predous reaction hadn't 
been a iluke. Though results were 
the same, the onb hnsine^ he could 
take was waiting li>t business. Find- 
ing this engendered no ill will, he 
went for another weekend. Bnt mid- 
wax through Smida\. he had to call a 
halt. Onh 15 spots ran the third 
weekend. 

But all was not lo>t. Brumle\ 
dipped into his canceled schedule 
oner again to run a fourth series of 
spots — this time a pitch for qualified 
mechanics. ^ 
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S\ti.\nt \, <;\. 
on th eastern I .S.. once an arid 
Sahara of ad\erte*hig riealhenc**, i> 
blooming all o\er with radio t\ sell- 
ing ideas and techniques. sa\ admen 
who attended the Atlanta Kadio and 
Tele\ ision Representatives \>*oeia- 
t ion's First \nnual Awards presenta- 
tion at tin 1 Atlanta \lhletie Club last 
w eek. 

\n unusualb high degree of pfo- 
fes>ional ad creati\it\ was noted in 
award-winning radio tv commercials, 
submitted In agencies in eight South- 
eastern states. 

First prize for radio went to Tuck- 
er Wayne & Co.. \tlanta for Scaliest 
lee Cream, awards of excellence 1 to 
Filler. \eal. Battle, \ Lindse\ for 
La\*s Potato Chips. Noble-l)ur\ for 
Soltiee. Mavvehalk \ Pratt I Miami I 
for National \ir Line-*. Cargill. Wil- 



son \ \crce 1 lolida\ >mok ing 

Tobacco; 11am Ciannaris. \la\ola. 

T\ first prize to L\BM. La\ V 
Awards of excellence 1 : Henderson 
Adv. Texi/e; F\lk\F Colonial 
Stores. Armour Feitili/ei: VI) 
rrost\ Morn. National Life. St ^ions: 
Simon \ Cwuin \meritun SnuiT: 

1 ueker \\ a\ne CreonmKion. 

Oid\ requirement for entries: -er\- 
ice was placed in 195o through in 

\tlanta rep. Judges for \PiTK\:lia\ 
Collier Jr.. pies, of \tlanta Sales Fx- 
< cutive Club. \\ ilbm Kurt/. pr< ^. 

Mlanta Ad ( luh. John M. Outler Jr.. 
former gen. mgr. \\ SB AM- TV. 

1 lie \tlanta representative* asso- 
ciation w as formed last \ ear to fur- 
ther radio t\ ad\evtising in the 
Southeast and numbers 1 7 acti\ e 
member rep (inns. X? 




DEAR MISS FREELOADER 



Texas radio station owner rebels against efforts of 
energetic pnhlieity gals to get commercial pings for free 

^ Tells Ruth, Jane, Belle, Amy, Ellen, Mary and Kay 
lieM love to carry Sonr wonderful copy' at eard rales 



RAOfO 
STATION 




PHONE 723 41Bt 



Wichita Falls, Texas 



June 9, 1959 



.Has 3. Ruth Pepper 
3U Kadison Avenue " 
Kew York 17, New York 

Dear Miss Pepper: 

X have noted with Interest the material that you sent for "Immediate 
Release n in .behalf of -Coots Cotton Squares. 

I am attaching herewith our Hate Card as well as ou r measured contoir 
nap which shows the immense area In which KWFT could promote Coets 
on a legitimate advertising basis* 

the material you sent is strictly commercial, and under no circumstances 
wild T allow any of our air salesmen to use this* 

4 

I fo*l sure you will understand our position ir. this matter, and I hope to 
receive ^instructions from your advertising agency so that we can use 
the splendid material that you sent us on a commercial basis* 



Cordially yours, ^ 
KOJOT T5XAS juniOj/iro, 



*&CW id- 

President & General Manager 



POLITE BUT FIRM reply by stahon manager Ludy was one of %\x sent out within the space of 
two days to eag*?r beaver p.r people who are hounding stations with free plug "releases 



tSen Ludr. president and general 
manager of radio station KWFT, 
Wiiehita Fall-. Texas, is a patient 
so f I -spoken man with a pleas-ant 
southwestern drawl. 

But he's as stalwart as Sam Houston, 
a> dead-e\ed as Da\ y Crockett, when 
it comes to defending the rights of 
hard-pressed radio stations who are 
being swamped llicse days with re- 
quests for free commercial time. 

Almost invariably these requests 
come from well-meaning, well-man- 
nered pnhlieity girls attached to New 
York firms, who seem unable to dis- 
tinguish between straight commer- 
cials, and frecloading plugs. 

Recently, within the space of two 
days. Ludy fired baek no less than 
six replies to six different p.r. lassies. 

Ludy answers each request individ- 
ually — and with courtesy, firmness 
and pith. Thus to Belte Jane MeCabe 
of Theodore H. Sills \ Co.. \ew York, 
he wrote. "1 read wilh interest the 
commercial copy that you sent u$ in 
behalf of the California Strawberry 
\d\ isory Board, and I certainly 
would welcome an opportunity to 
work for the Strawberry Ad\ isory 
Board on a legitimate advertising 
basis ... 1 suggest that you instruct 
your advertising agency to issue a 
commercial ordei for one of our high 
\alue packages and then we could go 
lo town selling si rawberries." 

To Vim Blaidell. who pushes 
Helena KnbensteinV Bikini sun tan 
cream, he said gallantly. "Your "news 
release* was a \ery. very cle\er radio 
commercial, and \\c must treat it as 
such." To Ellen Santonstall of Pan- 
American Coffee Bureau, who offered 
an "exclusive release" for Wichita, 
he pointed out there are "1.73,3.000 
persons in K\\ FT's area who can be 
reached by legitimate ad\ criming." 

To (Catherine H. Smith of the Na- 
tional C.a miers VsSoeialion. who 
plugged Summer Fruil Cup. Zippy 
Kidney Beans and Fish Salad Sand- 
wiches, he said. "We look foward lo 
an order >o that we can n^e ihesc fine 
commercials." \lar\ Pearl of 1 len« 
hlein Inc.. got a polite ns-uranee that 
"we would certainly like to work for 
1 leuhleiii." along with a rate card. 

Stout fella. Mi. Lmh . Congratula- 
tion* from \our indiistr\ fiieiuls. ^ 
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CO-OP CONFAB: At N. Y/s New Weston Hotel, Lisa Gentry (I), TvB's co-op head, lunches with Mary Saladucha, ad manager of Peter Pan 
Foundations, who came into spot tv last spring. Makers of women's foundations are among big co-op users, along with tires and appliances 

PART TWO OF A TWO-PART SERIES 

CO-OP: AIR MEDIA'S BIG ENIGMA 



^ Co-op advertising needs two things— more air media 
at loeal level and more support by national agencies 

^ When these two ends are accomplished, the system 
will become a great seller rather than a sales discount 



\J( the roughly $2 billion -pent 
\earl\ in co-op ad\erti?ing. air media 
commands onh about $100 million 
i divided just about etjualh between 
radio and t\ ). An even greater shock 
must he the fact that last vear. an 
estimated $250 million in co-op funds 
was ne\er -pent at all. 

These two indictment? of the cur- 
rent handling of co-op advertising 
plans point up the challenge that face 
both air media and ad agencies: air 
media because it deserx es a bigger 
slice of the busine.-s. and agencies be- 
cause most of them avoid taking an 
active role in the handling of co-op 
advertising. 

Air media is acliveh pitching for 



co-op mone\. At Radio \d\eitising 
Bureau, two members of the national 
sale- arm — Irv Traehtenherg. group 
manager, and Jack Lazarus account 
executhe, spend full time interesting 
national advertisers with co-op plans 
ami their agencies in the medium of 
radio. For its member.-, it publishes 
the RAH Dealer Co-op Data with de- 
tails on about 5(H) national accounts 
whose co-op plan? include radio or 
who furnish radio material for dis- 
tributor and dealer-. Says President 
ke\ in B. Sweeney. "KAB has become 
consultant* to main adverli-er- on 
how to use co-op more ehVctixeh. 

\t Kelevision Bureau of Vdxertis- 
ing. Lisa Gentry i- manager of ( o-op 



a<l\ ertisrng. Since 1055. she has 
worked full time bringing more co-op 
dollar- into t\. is in constant Contact 
with national advertisers distributors 
and retailers, member tv station-. In 
addition to personal calls and volu- 
minous correspondence, she turn- out 
a newsletter. Co-op \eivs from TrH, 
an annual compilation of manufac- 
turers with t\ co-op plan- or t\ mate- 
rial available for co-op ad\erii-ing 
tilled Manufacturer ( o-operativeTelv- 
vision Plans and Dealer Aids i which 
is kept up to date with supplement? 
throughout the \carK \t pre-ent -he 
is completing a book on selling tele- 
\ is ion with co-op w hieh T\ B will 
bring out soon. 

Lfbuts b\ these two air media or- 
ganization- are bearing fruit 'sec 
chart on co-i p piano, and the sik- 
rcs> stories each has collet ted arc im- 
prcs.-i\e. V- an example. T\ B w a- 
influential in persuading Vrniom to 
put t\ on an e(|ual basis with news- 
papers in co-op allowance. 

1 his does not mean that air media 
ha- it made. I h< bi<_Lc-t ps\< ho- 
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HOW ONE NATIONAL AD AGENCY 
MAKES THE CO-OP SYSTEM WORK 



The following report is condensed front Cooperative 
Vdvortishigj Newsletter, a monthly publication of J. 
Wendell Setlier Assoc. <fc American Press Magazine, i\\ Y. 
Tlie agency is Keyes* Madden & Jones^ Chicago (for- 
merly Russell M. Seeds Co.) tvlitch is a co-op pioneer. 



Keye>\ Madden & Jones* is one of tlie few national agen- 
cies which maintains a complete eo-oji department : it has 
been handling co-op programs for elients for over five 
years. It> eo-op hilling i> enrreiitlv close to $1.5 mil- 
lion for sueh accounts as Pinex. Slieafi'er Pen. Weco 
Products. Revenue is ha^ed on elient share of eo-op 
billing, so agency receives 15', of the hilling. 

KMJ renders complete .-ervicc. including administra- 
li\e. creative and merchandising functions, frequently 
sets up the whole co-op plan together with budgets, geo- 
graphical allocation of funds, agreements with retailers. 

Administration of fund is handled by KMJV clerical 
-ection of the co-op department. 'Phis department han- 
dles all claims, checks ads, rates, accrual-. (In 1957. 
about 2.000 claims were questioned or refused. The 
department also handles all correspondence. 

The creative function rests' with tlie creative section 
ot the KMJ co-op department, manned by specialists in 
retail advertising. They prepare all material for the 
co-op program— radio and tv scripts, newspaper mats. 
On request, they will prepare special copy including 
live t\ commercials. 

Merchandising includes all the usual marketing 
techniques— research, sales analyses, copy testing, in- 
formation on upcoming co-op programs. Their e\ cry 
effort is in t lie* direction of t\iug the local co-op cam- 
paign a^ eloseh as possible to the national ad program. 
This department also conducts clinics for elient sales 
executives, teaching them how to present total ad cam- 
paigns at the local level. 

Patricia Hilda heads this department under Fred \\ ill- 
son. Say- \\ illson, "*(!o-op advertising must not be di- 
\oreod from the over-all promotion ellort. It inu-l be 
handled b\ ad experts if it is to Ik* iiksI productive/* 



logical hump it must cross to get its 
full share of co-op dollars is the har- 
rier of "proof of performance.*' In 
last week's installment, sponsor listed 
some of the means t>y which national 
manufacturers are defrauded In re- 
tailer? with the help of print media 
(which offers the "ultimate" in per- 
formance proof tear sheets I . That 
air media can t even offer tear sheets 
make? them all the more suspect in 
the o\es of national accounts. As one 
adman told seoxson, "Manufacturers 
with co-op plans expect to he taken 
for a ride: the only thing they fear 
is that the cost of the ride for air 
media has a much bigger mark-up. 
lie pointed out one case where a lo- 
cal retailer bought for $3,500 (at 
local rate I time on a station w Inch 
was then sold to three national manu- 
facturers for £20.000 — a quick turn- 
over in profit of about $10,500. 

The mark-up. however, disturbs the 
national account not ncarlv so much 
as the possibility that the announce- 
ment was never aired at all. And in 
the case of local tv show*, he is often 
plagued bv the thought that he has 
paid for (in addition to time 
charges! the production of a pro- 
gram which has never been shown. 

How can air media furnish better 
ev idftnee that co-op funds actually 
ha\e gone into advertising:? 

"If stations ever get some sort of 
uniformity in rates." says Lester 
Krugman, XT Vs vice president in 
charge of advertising. * 4 h will go a 
long wav toward influencing more 
national account* into including air 
media in their co-op plans. Hut ahead 
of rates, there i> proof of perform- 
ance/' I A number of quotes from 
Krugman were carried in last week's 
installment. Krugman is a co-op ad- 
vertising authority from wav" back, 
was an executive in department 
stores, v ice president of The Getschal 
Co.. a marketing \ ice president for 
Kmerson Radio, and a member of the 
co-op committee of \\A). 

"After thev hurdle the proof-of- 
performance obstacle, air media can 
worry about rates." Krugman savs. 
Indeed, he recommends that Tv It and 
\{ \l> >it down with \\ \ and work 
out an acceptable means of convinc- 
ing advertisers of air media's hon- 
estv. Station people, ho believes are 
a prcth savvv lot. "if stimulated on 
the scope of co-op inheriting, thev 
could come up with good answers/ 
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Monitoring and the threat of moni- 
toring have been mentioned as possi- 
bilities as ev idence or insurance that 
a co-op ad is aired. Their ate re- 
porting services that pick off t\ com- 
mercials photograph icalh from re- 
ceiving sets, TvlTs Lisa Gentn sug- 
gested that perhaps just snapshots in 
a studio would he hetter than nothing 
in establishing that a commercial ua^ 
being done. All of these might help. 

Hut the suspicion of air media has 



ehandising \Hiani e whi< h handle* the 
newspaper eo-opernli\ e ad\ ertising 
of O-Cedar, Rubbermaid, Ames C.n.. 
Borg-Krickson and WYai -K\ er \ln- 
miimm. 1IMA take^ over the whole 
plan, deals with newspapers and re- 
tailers, polices. pa\ s oil. 

Some middle organization sneh a< 
this. Krugman believes, might handle 
air co-op and bring more advertiser* 
to direct ad dollar* more elhcieiith 
through the U5e of more air media. 



moiiev through their lack of knowl- 
edge on co-op." 

\\ h\ are mam agen< ie* ignorant 
of co-op? I he answer i* simple: the\ 
wish to be. In handling co-op. the 
agencv must get their fee from the 
client, not from media a* i* the case 
w illi national advertising. Nunc 
agencies hav e managed to do nil eh 
in handling the non-com mission- 
able" along with the roinmi^ionahle. 
In doing it the\ ha\e added greatlv to 



AIR MEDIA HAS IMPRESSED MANY CO-OP FUNDS 



Melon arc sonic product enlrjjorics w'xlU co-op plans which include 


\\ mid radio in 


:dhm;nn*cs or in materia) 


PRODUCT CATEGORY 


RADIO 


TV 


Apparel & accessories 


58 


75 


A ppliauces 


75 


48 


Automotive — gas. oil. accessories 


39 


40 


Drugs cv* toiletries 


58 


35 


Grocery I foods, soaps, bererages. etc.) 


119 


65 


Heat, lighting, air conditioning, plumbing 


24 


11 


Home furnishings 


16 


25 


Paint, hardware, building supplies 


57 


33 


Radio, tr & phonographs 


26 


19 


Miscellaneous 


16 


65 
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been so deeplv implanted in the minds 
of national accounts I although the 
real culprit is the account's own re- 
tailer or distributor \ that Krugman 
feels something verv positive is need- 
ed. "If some sinait. honest gn\ came 
along." he said, ""and lined up a 
bunch of stations to handle co-op ad- 
vertising for them for a number of 
accounts, he'd ha\ e it made." He 
pointed out the example of a West 
Coast entrepreneur who handles the 
newspaper co-op advertising of some 
2.000 pharmacists. In the print me- 
dia field, there is a specialist firm 
called Hardware Houseware* Mer- 



\\ hat he realh hopes is that ad 
agencies eventually will take the in- 
terest in co-op which it deserves. If 
this happens, co-op will perhaps re- 
vert to its original purpose, that of a 
strong arm of a national ad cam- 
paign instead of degenerating further 
in the direction of a sales discount 
or kick-back to a few grasping re- 
tailers and distributors. 

"I can't understand." he savs. "that 
agencies — engrossed as tbev are in 
marketing have so little knowledge 
of co-op. 

** \( tuallv these agencies are losing 



their clients* over-all sales programs. 
One <m-\\ national agencv i* ke\ es, 
Madden & Jo no. CA\'u ago. which 
charge* I V < on some >1.."> million 
co-op billing* { See box on page 10 J. 

:>.i\s KMJ'v Kred \\ ilUon, who 
heads the co-op department. " \ pri- 
mary consideration in fa\or of an 
agencv -directed co-op progiam is the 
fa< t that in realitv co-op an <idit>r- 
ti.sing t tied in tn. The con-unim doe* 
not differentiate between media. \n 
advertising message, whcthei -em on 
a net w ork telev ision >how . in n na- 
tional magazine, as a national a<l in 
i Pleaw turn In pa^r ^2* 
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Corinthian's changin 
i in Sacramento... 

KXTV 

(Formerly K BET-TV) 

... is now a Corinthian Station . . . 
and new aggressive local management is 
already busy . , • strengthening the pro- 
gram structure . . . tripling newscasts . . . 
stepping up promotion . . . improving 
facilities. 

KXTV can now tap the pooled resources, 
talent and experience of the four other 
Corinthian Stations and the Corinthian 
staff. 

There is now a Corinthian Station in the 
capital of California serving the Central Val- 
ley . . . the fastest growing area in the 
fastest growing state . . . another Corinthian 
Station on the move in a market on the 
move . . . represented by H-R television. 




CORINTH I \N STATIONS Responsibility in Broadcasting 
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ijjhe television picture 



in Houston... 

KHOU-TV 




(Formerly KGUL-TV) 

I 

. . . it's a new name to go with a new look . . . 
newscasts tripled and a Washington News 
Bureau . . . exciting news personality 
Larry Rasco . . . Houston's first noon news 
and only woman's show . . . intensified, 
calk-creating promotion. 

And construction is now underway on a 
striking new studio plant . . . designed to 
be a showcase for television in the burgeon- 
ing Houston market. 

Another Corinthian Station on the move in 
a market on the move . . . represented by 
CBS-TV spot sales. 



■TV Tulsa .KHOU-TV Houston ♦ KXTV Sacramento » WANE & WANE-TV Fore Wayne • WISH & WIMI 'IV InJurupolis 

if*' ~ — — c ~ 
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As many agencies switch personnel, SPONSOR ASKS; 



What radio/tv manpower is needed 



Agency operations are tightening 
up, with executive changes, job 
shifts. Here admen tell the type 
of radio/tv personnel in demand 

Lance Lindquist, v. p. <\> a.sso. dir. of 

tv radio pro., \f(( ann-Ericlum. fur.. X.Y. 

To get a clear picture of the t \ | >** 
of manpower and talent most needed 
in a modern advertising agency s t\ 
radio department, it is useful to ex- 
amine Mich a department s proper 
function. In terms of networks, pack- 
agers, talent agencies ami film com- 
panies, it is the middle ground of 
understanding between the need.* and 
desires of client.* and the potential of 
the supplier. It is an amalgam of the 
talents of many kinds of experience 
in the television and radio fields, The 
Miiall agency must combine man} 
skills and much di\ er.«e experience 
into a few people; the large agency, 
especiallv one which mo\es in the 
production field, can permit people to 
specialize moie dceplv and more truly. 
Basieallv . how ever, both large and 
small shop^ must aehie\ e the <niue 
important ingredient of perspective. 

There is no easilv defined starting 
ncpiare. as in a parlor game: there is 
no college training course that is a 
magic ke\ for e\er\one. Kxperienee 



/ge/*n -client- 
pmtlut Hon- 
in ed ia 
perspeclii e 



ui an\ one ot tlie various kinds of 
operations that makes up the broad- 
casting I nisi lies* can he useful : hut 
the agcnc\ field can boast that some 
of its most successful t\ executives 
and its most able creative people, 
en iik 1 through agenc\ ranks, with a 
in in i mil 111 of mitside * xperieiu e. 

The ingredient nios-t needed is per- 
spective. It is not enough to know 
that ;i producer"* attitude can some- 




times be inimical to a client's best 
interests: it is important to know whv 
he takes tlie attitude. It is easier to 
convince a network of some needed 
change in the lead-in to a program if 
we ha\e an understanding of the net- 
work's economical and philosophical 
mother for the scheduling. The. ap- 
parent foibles of individual station 
operation are more, clearlv under- 
stood by an agenev man who was in 
station operation. 

As television^ costs ha\ e increased, 
so ha\e its complexities. With a 
three-network, multi-station situation, 
competition makes it more important 
than ever before that effective, expert 
programing he the rule. Talent, skills 
and perspeeti\ c from all the related 
fields are needed, 

Robert J. "Bud" Stefan, r. P . in 
t harge. BUM, Hofhuood 

The t\pe of t\* radio manpower 
most needed b; ad\ertising agencies 
today is ideallv a broadcasting com- 
posite. \t least this is true in the 
Hollywood oflice of HHDO, where 
our main functions art 1 the siiper- 
\ ision of programs originating in 
Hollywood ami commercials selected 
to be produced here. In our New" 
York office, the requirements? differ 
because the) are also in\ olved in 
other \ it id a reus of radio and tele- 
vision apart from production itself. 

W hen tcle\ ision began to rc\ olu- 
tioui/e broadcast ad\ ertising. a solid 
radio background w as no longer 
enough. \ decade ago agency man- 
agement, to proper!} *er\ ire an ac- 
count, sought souiig men from tele- 
v ision stations because the t\ station 
w as the onl\ source of (pialified tv 
personnel. Short U after, film pro- 
duced especiallv for telev ision became 
a trenieiulotis factor, and manage- 
nient again went outside this time 
to film studios for specialists. 

W ith the advance of film programs 
and film eommereials. the ageue\ pro- 
duction superv isor on some of the 
linger accounts found himself re- 
sponsible for both li\e and film pro- 




duction- each method with its own 
peculiar specification. Moreover, to- 
dav we hace video tape with its own 
amazing qualities. 

Fortunately at BB1)0-Hollvvvood 
the overwhelming majority of our 
people came to us from all the vari- 
ous fields represented. Assignments 



Person n el 
experienced 
in every 
phase o) 
broadcast 



are careful!) made with consideration 
given to individual experience. How- 
ever, it is rare indeed todav to ques- 
tion whether a program is on film, on 
live or on tape. It is siniplv on tv. 
To sav that we now onlv interview a 
person with tv station experience, with 
a few vears of film production, with a 
background in video tape, with a thor- 
ough knowledge of radio, with sea- 
soning in an advertising ageucv and 
still v onng in \ears. would be ohvi- 
onslv idiotic. 

Certainly, however, a vouug man 
should have a solid background at the 
verv least in one of the above meth- 
ods of broadcasting production, with 
the abilitv to quiekh learn and adapt 
to the others. 

\ reallv good w l iter w rites for 
radio, feature motion pictures, tele- 
films, or live tv. There is no substi- 
tute for good writing. There is no 
substitute for good production, nor is 
there a substitute for good superv i- 
moii. It's absolute! v true that the 
;idv ertising agenev todav must cx|>ect 
a lot of its radio tv manpower, hut a 
client spending todav s huge sums of 
nionev is certain]) entitled to it. 

Walter Selden, senior producer, tv 
department. SS( X H. \ew Yorl. 
In a commercial film studio or live 
at a network, there i> onlv one ha>ie 
in a successful adv ertising agency, 
ami that's business-, real insiiiht into 



^OXsOIl 
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most? 



the client's! marketing ami mereliiiii- 
<Ii>iii£ problem*, his nerd 1% > r m;i\i- 
iiiutn twpoMirr at a niininniin cost. hi> 
constant di he to iinpro\ e Iii> com- 
petitive position. 

Here at S>C\li we are proud that 
each of our senior tv supervisors has 
either written, directed or acted in 
(or managed a combination of two 
or all three of these background:*) 
literally hundred- of >how- that ap- 
peared on the r-tage. radio or tv it>elf. 
But toda> we find we liiu-t I>Iend tbe 
businessman with the former writer, 
director or actor. 

We have alwa\s belie\ed at S>C&I> 
that tlie tv producer a>signed to a 
ghon account should supervise the 
show as well a> the commercials 
which pa\ for it. In tin? way. we 
think we're better able to integrate 
the billboard.-, the lead-ins. possible 
star-spoken endorsements and straight 
commercial messages. \nd because 
so high a percentage of our clients' 
moue\ goes into t\ ojx*ration> pack- 
aged In either the ?ueee>>ful inde- 
pendents or tire network-, once again 
the **agene\ man" must be a business- 
man — a skilled negotiator, a cham- 
pion for hi? client's interests. 

Today, with so main tv show - hav- 
ing multiple sponsorships, the agene\ 
t\ producer ha- to use a slide rub* a- 
often as a zoomar lens to achieve hi- 
over-all objeethos. These are the 



Men of 
afuol creative 
and business 
ability 



benchmark- w e look for in the t\ 
agenc\ man we would like to hire: 
\ ) a firm belief in his client, bis 
client s product. bi> agenc} and him- 
self: 2) a fierce de-ire to help the 
client sell his product: 3 I the wish to 
express himself through this particu- 
lar advertising medium: 4) the abil- 
ity to look and listen objectively. ^ 




Ik TWO mwt Swtd. . . 

in the Detroit Area! 




The only full power twins in 
the market . . . CKLW radio featuring 
Million Dollar Music . . . CKLW-TV 
featuring Million Dollar Movies . . . 
are sure to succeed in selling 
your products in this great market. 
Great power and programming 
combinations that are at the head 
of the class. 




GENERAL OFFICES 




f 
V 



* GUARDIAN BLDG. • DETROIT 26, MICH. 

N-f " ROBtRI £ EASTMAN I CO., INC J E CAMPtAU YOUNG UlEVISION CORP / 

J I { Noil Rad.o Pop Prmd.nl Noil IV Rep J ) 
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KOBY is 

the No. 1 Record 
IN SAN FRANCISCO 



Or 




t here's a great new ret md in San 
1 lanriMo . . and if* KOBY! "1 li is 
moid «hes KOBY I tic lugtiesi average 
shaie ... i) am midnighl 15.0 (from 
)a miJi i s \ : ( hum \ falsi) . 
KOI5Y i** Uie lop San l iaiuisco seller, 
wilh an audience thai buys and buys 
10' (list mint when buying KOBY and 
Mhl, Densei', 

Mm | illy, when in Denver, slay at 
ihe lmpeiial Mulct, Mieiman- 
downtown. 

10,000 Watts 
in 

San Francisco 

See Petry and make your awn 
sales records with KOBY! 
tor Greenville, Mi\s.— WGVM 
Mid-American Broadcasting Company 




^ CAN'T M /£f 




with the 
BIG CHEESE' in Wisconsin 

Not only 3 4 million people 
but 2 million cows. 




CO-OP 

[Cont'd from page IT f 

a newspaper . . , i> an ad to the eon- 
stumer, (loop advertising must not 
he divorced from the over-all promo- 
tion effort, It must i>e handled bv 
advertising expert?, if it is to he most 
product i\ e." 

On the West Coast. Donahue \ Cne 
recently took over all the co-op for 51 
Southern California supers of \lpha 
Beta Food Markets. 

There ha? been no stampede, how- 
ever, by agencies in the direction of 
getting in\ ol\ ed w ith co-op funds. 
"Win should agencies gel mixed up 
in co-op?" asks Jay \ ietor. president 
of Jay Victor & \ssoeiates. "They 
have no control over this area. Co-op 
deal.* are nfunlh between the manu- 
facturer and his retailer or distribu- 
tor, and most often handled h\ the 
client sales department.* 8 

On the other hand. T\ B's Lisa (/en- 
try told sponsor she calls on many 
sales directors v\ ho handle co-op 
plans, find.-* them vitally interested in 
media for the simple reason that the\ 
are interested in improving sales. 

K. ii. \\ eiss. director of merchan- 
dising for l)o\le Dane Bernbaeh. did 
a comprehensive study of co-op re- 
cently, came to the conclusion that it 
is in for reassessment out of which 
w ill conic new policies, "including 
both its elimination and its curtail- 
ment, and new policies with respect 
to co-opera th e adv ertising practices 
where the co-op advertising program 
is continued/' 

"Where co-operative advertising is 
continued.' 1 Weiss say s. "the tendency 
will he increasingly to charge this as 
a sales expense 1 . Jiot as an advertising 
expense. . . . W hen the ^ales depart- 
ment is saddled with co-op then co- 
op will seldom appear so al 1 1 active to 
the sales department. 

"Some of the manufaetm ers w ho 
have discontinued co-op recently will 
return to it under compel it i\ e pies- 
sun*." Weiss said in his report, "and 
because lhev were not prepared to 
offer the trade an attractive alterna- 
tive procedure. . . . The co-op situa- 
tion is fluid and there will be back- 
ing and filling. Bnl. on balance, the 
scale will tip awa\ from co-operative 
ad\ ei tising allow anccs. 

"The manufacturers who cancel out 
co-op and then relnin to il will be 
outnumbered by oilier manufacturers*, 
long involved with co-op who will 
gi\e it up permanently or will cul 



the co-op percentage 1 . \ mo\ e has 
begun in this direction ami. if 1 ( Jo ( J 
and I960 turn out to be the highly 
prosperous years now indicated, this 
mo\ e w ill pick up momentum. 1 n 
numbers, the total number of manu- 
facturer* involved will be small. But 
they will be 1 giant manufacturer,-: 
their co-op funds will represent a 
substantial part of the entire slim 
allotted to co-op. \nd . . . they will 
exert leadership.' 

This would appear to he the chal- 
lenge both to agencies and to air 
media: to fight to keep this $2 billion 
annual bundle as a tool of advertis- 
ing. It is true that co-op excesses 
ha\ e been many ( espec ially w ithin 
the large supermarkets w Inch today 
wield more power among consumers 
than do the national accounts whose 
brands they carry]. Their private 
labels are an example of this power. 
Abe Roscnfeld. New York marketing 
consultant, estimates that one-fifth of 
total sales in the I . S. are private 
brands, hi the face of this, it is nn- 
likelv that many national advertisers 
will he able to discontinue their eo-op 
plans. The same is true in the drug 
industry, another big co-op contribu- 
tor. I Aside from these, the big co-op 
categories, according to AN \. are: 
appliances, tires, women's foundation 
garments, > Although co-op experts 
recognize all the evils under the ex- 
isting practice 1 of co-op advertising, 
few look for its demise. I Automotive-, 
which dropped co-op two years ago. 
are looking at it seriously again. 
Chrysler has moved back in: Coop- 
erative Advertising Seusletter repot ts 
Bambler has just set up an ad service 
department for its dealers.) 

Here is an answer to co-op's critics 
from J. W. Field, president of War- 
ner Bros., the women's foundation 
garment firm credited with having 
started the whole system of co-op ad- 
vertising a half cculnry ago: "War- 
ner's has u-ed co-op advertising for a 
long time. W e still believe in it after 
all these years, prov ided it is eon- 
t ruled. Over the \eni> as other 
manufacturers in our indnstrv and 
others have adopted a policy of offer- 
ing co-op advertising .support, re- 
tailers have come to accept co-op as 
an additional discount or rebate. 

Despite llicse abuses, we still feel 
very slrongly that co-op advertising 
is sound merchandising that plays an 
important role in the over-all market- 
ing program. 
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THEIR 
TIME 

IS YOUR 
TIME 
IN DETROIT! 



with WJBK-TV's EARLY SHOW movie 




Busy day behind them . . . Time to relax. Now's 
the highlight of their day with a topflight movie— 
WJBK-TV's "Early Show/' Monday through Fri- 
day, 5:00 to 6:30 PM - begins June 29. Team up with 
PARAMOUNT, UNITED ARTISTS, SCREEN 
GEMS, NTA and RKO to tap the 9-billion-dollar 
sales potential in the nation's fifth market — at a 
strategically receptive time! 

WJBK-TV puts you right in the picture in 1,900,000 
television homes in Detroit and southeastern Michigan. 



"Famous on the local scene 

WJBK-TV 



CHAN 



DETROIT 



Ueprt-AonU'd o> tht Kat/ tn 



100,000 Watts CBS AFFILIATE 1057-foot tower N Y. Sales OMitv. iV2Z Madison Ave. N.Y. 22 • I'L../a l-.iiMu 



WJBK-TV WJW-TV WSPD-TV WAGA-TV 

Detroit Cleveland Toledo Atlanta 



WITI-TV 

Milwaukee 



Capsule case histories of successful 
local and regional radio campaigns 




SHOES 

>PO\SOK: Man Urn Mhh-. U,fcA( \ ; Dfr.ci 

Capsule case history: Mai > Jam Mums, a branch of the 
Jolin Irvin Shoe Co. of Boston, recent h opened nj) in Wins- 
ton-Salem. North Carolina. It was decided that the onh 
advertising medium to he used would he radio. The com- 
pain* choice ua> \\ V V V. Initial campaign called for 30 
spots pet week -scheduled throughout the da\. The minute an- 
nouncement* were to he read live In the V\ VAA disk jock- 
ex.-. Results eame \er\ soon. Traflie in the store was ex- 
lrenielv hoa\ \ and customers mentioned hearing the \arion> 
"specials" plugged on \\ VAA. Shoppers eame from commu- 
nities such as Greensboro. High Point. Lexington and 
rhoina>\ ille. One week, while the radio station \v;b pilehing 
the store, they had a .413.000 take. The home office in Bos- 
ton ga\e all credit for the store's extraordinary success to 
\\ \ V V a^ the\ used no other advertising in the market. 
Disk joeke\s Boh Round tree. 0.«cav Alexander and Lam 
Williams adlihbod which ga\e the spots additional impact. 

\\* VAA, Wiii^toii-Suh-m. N. Vminimrement* 

MOVIE THEATER 

SPONSOR: Knjier* Theatre MiENOY: Direct 

Capsule case history: The Rogers Theatre in Chattanooga, 
in an effort to increase business, purchased spot radio time 
on WRIP. The announcements scheduled were '"promo/ 
for the mo\ies featured at the theater, and tin 1 } were deliv- 
ered li\e h\ the station. Results: The first week on the air 
with WIMP the movie theater did doulde theii normal hiisi- 
mos: h\ the third week business had tripled. Ml altendanee 
records were hroken. In a letter to W IMP. Robert Dykes, 
general manager of the theater, wrote: W W e at the Rogers 
ha\e had t nil \ fabulous result- since ining WRIP. We he- 
lie\e that the excellent stall at VVRIP should get credit foi 
our increase in business. ^ on have a real formula for pro- 
ducing results in Chattanooga. \W ha\c increased onr ad- 
mi^ion price and < an now aiford to show pictures of a ninch 
highei hndgel natuie,** lie added. "Your new. exciting t\pe 
i adio formal cert a in I \ can sell." New schedules are m-1 
on WIMP, n-iug it oxchisheh in the (Chattanooga market. 
\\ Hit*, i ;liull;iiion;i;(, IVini, VnntHineenieni*. 

" I 



HOTEL 

SPONSOR: Hot. i >her*>ii \ : Direct 

Capsule case history: Rc<enll\. the Sherw\n Hotel. Pitts- 
burgh, acquired a new manager. J. J. White, and a new 
mailre d*. J. Cassell. In an ellort to hoost their wedding 
and reception business. the\ decided to use one-ininule an- 
nouncements in a .special two-week promotion on W W S\Y. 
I he schedule: se\ en one-minute announcements per dav. 
Monday through Saturday : the\ a\eraged two in the day- 
time, three in the evening, two hot ween 3 and 6 a.m. White 
said that. fraukl\. being newcomers to the cit\. the\ were 
skeptical of radio's ahility to pull in hotel business of this 
type, but they were willing to gi\e it a In . No other station 
nor other media were used in the promotion. Result*: Busi- 
ness almost doubled during that period alone. "Consequent- 
ly/* W hite told the station, "we have decided to continue the 
wedding spots as well as other regular announcements 
throughout the year on WW SW r . The station reaches a 
young audience which spends money in the better places.' 1 

WWSW, l'illdnirgh \nnoimcements 

AUTOMOBILE 

SPONSOR; \1 \braim Motor Sale-, inc. \GEM \ : Direct 

Capsule case history: VI Ahranis Motor Sales. Inc.. Chi- 
cago, a Pontine dealer, wanted to attract new business from 
a particular segment of the city Chicago's South ^ide. 
Vhrams Pontiac had done \ er\ little ad\ ertising until re- 
cently, and after stinking all the stations in the Chicago 
area, the agency f < - 1 1 that W RKK conld do the best job for 
them. The dealer signed with the station for a 13-week Sun* 
da\ religions lionr and before the period was up the result? 
broke all records for Chicago car sales in one month. The 
athertiser has since extended his original program to an 
hour and a half and has added twice daily news and sport:- 
programs. Ahranis set a record goal for car sales for him* 
self in P),~>9 and In the end of the first quarter he had sold 
r>3f) cars, more than twice the goal for that period. ik Praeli- 
call) all of our ad\ ertising continues in radio, with three- 
fourths of it on WRKK." said Vhrams. lie is now planning 
another half hour on \\ RICK for Saturday and Sunday. 
WltlCK, riiiengn Program* 
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Q: 



A: 



Which of the following words 
describes each of these radio stations: 
Lively? Dull? 

This special qualitative survey, prepared by PULSE, found 
WWDC to be the most "radio active" station in the Washing- 
ton, D. C. area. The results have us doing handsprings — 
strictly in character! It goes to prove that when you're "the 
station that keeps people in mind," they keep you in mind too. 
And they're not apt to forget your advertisers. 



Lively 
Dull 
Don't Know 



WWDC 
74.2 



21.8 



Sta. A 


Sta. B 


Sta.C 


Sta.D 


Sta. E 


Sta. F 


Sta.G 


69.3 


18.4 


34.8 


12.0 


24.4 


44.4 


52.7 


6.5 


5.6 


5.4 


6.6 


5.3 


9.8 


4.0 


24.2 


76.0 


59.8 


81.4 


70.3 


45.8 


43.3 



Ail figures indicate percentages 



Radio Washington 



WWDC 

REPRESENTED NATIONALLY BY JOHN BLAIR & CO. 



sponsor • 2 1 ji*xe 1930 



I peat {lie 1D/twM 




WRVA-RADIO 




P ETEBS, G Bll FEJIIW W OOBWABD, 

NEW YORK CHICAGO DETROIT HOLLYWOOD 
ATLANTA DALLAS FT. WORTH SAN FRANCISCO 



INC. 



WRVA 



^VERTISING ^ 




WITH THE ONLY 50,000 WATT POWER IN VIRGINIA 

REACHING MORE THAN THREE TIMES AS MANY RADIO HOMES 

AS THE SECOND STATION IN THE MARKET 



GEARED TO THE FAMILY TASTE 24 HOURS AROUND THE CLOCK ALL WEEK 



THAT INSPIRE CONFIDENCE AND BELIEVABILITY 



THAT CREATES EXCITEMENT AND RESPONSE IN THE ENTIRE COMMUNITY 



NBC AFFILIATION 



WRVA-RADIO 

RICHMOND, VIRGINIA 

DIAL 1140 AM • 94.5 FM 
50,000 WATTS • NBC RADIO 



BEST 
SPOT 
BUY 

IN SAN ANTONIO! 

The unchallenged 
market leader 
... by PULSE 
... by HOOPER 
... and used by the 
following advertisers: 

Air Transport Assn., Alemite, Alka Seltzer, 
American Machine & Foundry, B-C, Bayer 
Aspirin, Bayer Nasal Spray, Ben Gay, Bexel 
Vitamins, Blandex, Blue Bannet Margarine, 
Borden's, Bowman Biscuil, Bristol Meyers, 
Budweiser, BuscrvBavarian, Camel, Campha- 
Phenique, Cannon Mills, Cardui, Champion 
Spark Plugs, Chef Bay Ar-Dee, Chevrolet, 
Chrysler, Coca Cala, Caldene, Canoco, 
Cappertane, Cudahy, Eastern Airlines, Edsel, 
Energine, Eveready Balleries, Falstaff, 
Florists Tel. Del. Assn., Ford, Greyhound Bus, 
Gulf Oil, Hamilton Watches, Hit Parade, 
Hormel, Italian Swiss Colony, Kent, L & M, 
Lance Products, Lever Bras., Lucky Slrike, 
Magnolia Petroleum, Mercury, Mex sana, 
Mistal, Mum, Murine, My-T Fine, Nalianal 
Biscuit, Newporl, Oasis, Old Gold, 
Oldsmabile, One A Day, Pall Mall, Pacqu'ms, 
Penetro, Pepsi Colo, Peter Paul Candy, 
Plough Inc., Portland Cement, Praise, 
Prestone, RCA Victor, R C Cola, Ralston 
Purina, Rayca, Readers' Digest, Revlan, Rama 
Wine, Schlitz, Seaforth, Sears Roebuck & 
Co., Silk N Satin, Sinclair, Silver Dust, 
Silversmiths Guild, Siaux Bee Honey, Saltice, 
Squirt, Sterling Drugs, St. Joseph's Aspirin, 
Texaca, Time Magazine, Tap Value Stamps, 
Treesweel, Trig, United Fruit, Wildraal 
Cream Oil, Winston, Winter Pears, Wolf 
Brand Chili and others. 

How about YOUR 
next schedule? 

Sec your 

KATZ AGENCY 

REPRESENTATIVE 



JACK POTH, A/anoger 

P. O Box 2338 
Son Antonio 6, Texas 

so 




National and regional buys 
in nork noiv or recently completed 



^ yj nws 




TV BUYS 

The Procter & Gamble Co., Cincinnati, is going into top markets 
starting in Jul) with schedules for its line of detergents. The esti- 
mate is that about 70 markets will be used. Prime time minutes are 
being slutted, w ith frequencies van ing. Spie & Span and Zest 
schedules run for 52 weeks; Dreft and OxVdol for the P&G contract 
scar. \t Young \ Knbicam. New ^ ork. Jack Ostrow and Don Proc- 
ter l>n\ on Spie & Span: ;it Denton & P»owles. Jack Scanlan's on 
Zest: at Danccr-Fit/gei aid-Sample. L\ n Salzberg and Abe Butenskx 
an* on Dreft. Ja\ W alters and Gary 1 >o\ le are on Oxydol. 

On the other hand, the latest report is that P&Gs big expansion 
for its Mr. Clean max have come to a stand-still. Reports from 
Chicago indicate the) will cancel all daytime t\ spots for this prod- 
uct, and in some markets, nighttime: will then go into da\ time net- 
work. At presMhne. howeser. this bux could not be confirmed either 
\ ia network* or the agenex. Tatham-Laird. 

Colgate-Palmolive Co., New York, is kicking off new schedules for 
its Genie, 'J he schedules start in July, getting into fidl ^w ing in the 
household cleaner battle. Minutes and 20's are being placed, and the 
frequencies depend upon the market. The Inner at Street & Finne\ 
in New Vuk is Flenore Seanlan. 

Brown & Williamson Tobacco Corp., Lonis\ille. is testing tv for 
the first time, on short term schedules in about eight markets. 1 he 
adseitiser is Inning minutes in and around sports shows in its si\ 
Midwest markets. Flic schedules, due to begin 2<> June and run 
through (i September, will be in one and two-week flights. The 
buyer is Virginia Kn^ett. the agencx i> Kexes. Madden & Jones. 
Inc.. ( hicago. 

RADIO BUYS 

Cities Service Co., Now ^ ork. is initiating it> second sunnner 
flight in Jul), with two more to follow, for its gasolines and oils. 
Starting dates van. the mid-west schedules starting first. Dan Kane 
at Kllington \ Co.. New ^ ork, has purchased traffic hours, minutes 
during the week. l.D. s over weekend*. Frequencies depend upon 
tilt* market. 

Duffy-Mott Co., Inc., New ^ ork. continues to expand its testing 
for \M and I'M fruit juices. The latest markets are in Providence 
and Ft. Wax ne. and the schedules start 29 June for an undecided 
period. Minute announcements during daytime periods are being 
placed, with frequencies wining from market to market. 1 he Inner 
is Sle\ e Snren: the agencx. SSC&H. New ^ ork. 
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* * -TO* A BAKERS <~ 




ADDS C 

UP > ' 



I (FIELD) 

y.^X DOZEN . ^ 

* J / f 1 \ £ V 



Just because the mailing address happens to be Bakersfield, don't let that limit your thinking market-wise. KERO-TV 
is the only single advertising medium that reaches California's Southern San Joaquin Valley, peopled by over a million 
free-spenders. It's one of the most fertile spots in all America to plant a good product and watch it grow. And, every 
dollar you invest in KERO-TV time brings you a bonus of big-time facilities and an alert, professional staff to make every 
cent work overtime for agency and client. Plus, a marketing and merchandising program that forms a bridge between 
iTV screen and customer sales. That's a baker's dozen in any field! Good thing to bear in mind when the Petry man calls. 
Better still — why not call him? 

KERO-TV CALIFORNIA'S SUPER-market 

BAKERSFIELD CHANNEL 10 NBC 
REPRESENTED BY EDWARD PETRY & CO., INC. 



ARB Shows 



WLOS-TV 



FIRST in the Carolina Triad! 

\ 



FIRST in Weekly Circula- 
tion. ARB, March tabulation shows WLOS- 
TV reaches 316,480 unduplicated homes 
weekly; 28% more than station Y, 61% 
more than station Z. 



FIRST 



with 7 out of the top 10 
programs in the entire Carolina Triad! 



FIRST 



in Day- 
time TV. "American Bandstand" delivers 
more homes, (60,200 average), than any 
other daytime program. 

FIRST in Night Time TV. 

"Maverick" delivers more homes (121,400 
average), than any other night time program. 



FIRST 



with movie 
audiences. WLOS-TV's movies are the 
highest-rated in the March ARB report. 



O-o-o-p s... Almost FIRST 

Station Share-Homes-Reached 
Sign-on to Sign-off 

Station Y 39.S% 

WLOS-TV 

Station Z 22.8% 

Just watch for the next rating report! 



MORE FIRSTS ARE 
ON THE WAY 

under WLOS-TV's progressive 
new ownership and manage- 
ment . . . working always to 
provide the tops in entertain- 
ment and audience! 



ASHEVILLE, N.C. 




SPARTANBURG, 

GREENVILLE, s - c - 
S.C. 



WLOS-TV 

towering new force m Southeastern TV 

Unduplicated ABC in 

Asheville • Greenville • Spartanburg 



WLOS AM - FM 

Represented by: Peterj, Griffin, Woodward, Int. 
Southeastern Representative: James S. Ayerj, Ca. 
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IF hat's happening in U. S, Government 
that affects sponsors, agencies, stations 



WASHINGTON WEEK 



27 JUNE 1959 

Cipyrlfht 1959 
SPONSOR 
PUBLICATIONS INC. 



Lar Daly told tin? Senate Commerce communications subcommittee that a 
candidate wearing a "native costume" consist in*; of an Uncle Sam suit and a 
sign around the neck "'perennial candidate*" was obviously as imicli news as 
Democratic and Republican candidates. 

The fact, he added, that Chicago broadcasting stations didn't agree with him proved 
their untrustworthiness. 

Thus the Jittle man who will go down in communications history with his name 
attached to a precedent-shaking FCC decision, aimed at another distinction: lie could prove 
the greatest influence toward passage of a "Lar Dal)'" hill to correct that FCC decision. 

Frank Stanton. Robert SarnofT and John Daly testified, in that order. But nothing 
had quite the impact of the man who admitted he received only two write-in \otes for the 
Chicago mayoralty after the FCC permission gave hiin his equal time. 

The Lar Daly appearance showed the legislators the sort of "candidate" who would he 
getting free air rides under the FCC ruling. Stanton. SarnofT and Daly could only deal in 
intangibles such as the probable cutting back on broadcast political coverage. 



Kep. Oren Harris (D., Ark.), chairman of the House Commerce Committee, 
filially set bearings on See. 31 5 bills, and at the same time revealed that he 
opposes the FCC\s Lar Daly decision. 

This appeared to drive the final nail in the legislative coffin being built for that ruling, 
since a? Harris goes so goes his committee. 

The hearings will be held 29 and 30 June and 1 July, but in view of the Harris announce- 
ment, the accused has apparently already been hung. 



Chances for a wholesale revision of Sec. 151, > were never good: The reason 
was clearly outlined in a letter from Democratic chairman Paid Butler to Sen. John 
Pastore (D., ILL), chairman of the Senate Commerce subcommittee. 

In brief. Rutler said he feared that if broadcasters were turned loose to use their own 
judgment, bias might be shown in some cases. 

Sen. Vance Hartke (D.. Ind.) continues to press for his measure which would do more 
than mcrelv reverse the FCC's Lar Dalv decision. Some broadcasting industry figures back 
him up. But he was much aggrieved that the network chiefs were willing to settle for less than 
he wanted to give. 

The network people have finallv decided in at least one matter to take the advice of their 
own Washington experts. That is, push for what yon can get. Don't ask too much, get 
your partisans to fighting for too much, and wind up with nothing. 



The Harris. House Commerce Legislative Oversight subcommittee continued 
with its panel discussions about means of insulating regulatory agencies from im- 
proper pressures, and for speeding their work. 

Eventualh . Harris will follow the mild lines of a bill he has alrcadv introduced which 
was. in turn, remarkably like a bill he introduced last year, to take care of influence. 
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Marketing tools, trends, news, 
in syndication and commercials 



FILM-SCOPE 
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A pros port that might he cause for some sonl-searching in syndication ranks: 
the withdrawal from all syndication by Schlitz. 

The brewer and J. Walter Thompson are deep in discussions on what direction tv activi- 
ties should take for the 1959-60 season, aside from the sponsorship of Markham (CBS TV) 
Saturday nights. 

What appears to he the present disposition: Cancel out syndication and transfer 
this money to either spot announcements or another network show. 

If this happens the major influencing faetor will have been the reported apathy among 
N'hlitz dealers toward the advertising support they've got out of syndication. 

Schlitz' syndication buying pattern — regional split-ups— eould figure in a large measure 
in the disaffection in dealer ranks. In other words, Schlitz has tried to stand on the middle- 
ground of two series: its money split between CNP's Flight in 20 cities and Ziv's MacKen- 
/ie's Raiders in 15 markets. 

Note the contrast: Budweiser puts all its syndication money into a single show, while 
Pabst buys individual markets. 

'Hie lesson in the Sehlitz dilemma might he this: It's likely better for a national buyer of 
judication to obtain maximum impact via one regional show, or to aim for low cost with a 
variety of opportune buys, than to have to duplicate merchandising effectiveness over two sepa- 
rate multi-market deals. 



Stations equipped with oidy a single tv tape recorder are running into pro- 
draining bottlenecks that make purchase of a second unit a subject of serious con- 
sideration. 

Where outlets use a single tape maehine to produce eommereials, often it's impossible 
to schedule the machine to also handle tape program telecasts. 

S\ndicators with tape series have been cooperating with such stations in providing film 
transfers of programs, and the same film prints serve non-tape stations. 



Established feature film programs often accomplish a measure of ratings sta- 
bility that makes future ratings scores apparently predictable. 

The Early Show and the Late Show on CBS o&o's, for example, showed respective in- 
creases of 13% and 10% for the first five months of this year compared to 1958 aver- 
ages, according to Nielsen reports. 

Note that these average ratings increases have been earned in the face of heightened 
I'ompetition from the live Jack Paar show on NBC stations. 

Here are the Januarv-to-May averages: 



CITY 


THE 


EARLY SHOW 


THE LATE SHOW 




1959 


1958 


1959 


1958 


5-station average 


8.8 


7.8 


9.5 


8.6 


WCBS-TV. New York 


10.3 


11.0 


12.2 


12.4 


WBBM-TV, Chicago 


7 1 


8.5 


9.3 


6.3 


KNXT, Los Vngeles 


4.7 


5.1 


6.3 


4.7 


WCAU-TV. Philadelphia 


10.0 


5.5 


0.7 


7.8 


KMOX/rV, St. Louis 


12.0 


8.9 


10.1 


12.0 


Source: The April-Ma\ 


1959 NR1. 
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FILM-SCOPE continued 



American distributors appear to be. inflating tbc bubble of possible tv film 
sales to Japan far beyond tlie realities of tlie situation. 

The argument runs that with a mushrooming tv population and 40 stations soon to he in 
operation, the Japanese market will (supposedly) he a gold mine for U.S. films sellers. 
But there are some vital facts being overlooked, such as: 

• The Japanese have grown aceustonied to paying only a few hundreds a week for lnulti- 
market sales, even on top U.S. products. 

• Prints sent to the Far East are not returned and are imaeceptahle to U.S. air standards. 

• Since monitoring is impossible, there's a standing temptation for station operators to 
swap prints and take re-plays liberally, without paying for use. 

• Some types of U.S. programing are of no special appeal to Japanese audiences, or re- 
quire elaborate voice dubbing to be acceptable. 



COMMERCIALS 

American entries created a sensation at tbc Cannes advertising film festival 
this montb as Hollywood producers captured both tv and cinema Grand Prix, de- 
spite confusion on entry standards. 

This was the first year for tv prizes and U.S. work in commercials, never seen before in 
Europe, was admired and is expected to widely influence European producers this coming 
season. 

The tv Grand Prix went to a Calo Dog Food commercial made through Eoote, Cone & 
Bclding. Chicago, bv Cascade Pictures. Hollywood. 

The cinema Grand Prix went to a Chevrolet station wagon commercial via Campbell- 
Ewald. Detroit, made by Lawrence- Schnitzer Productions. (This is a tv commercial never 
«hown in cinemas but entered in that category to show off its color production, since all tv 
entries were seen in black-and-white.) 

Eirst Prize for animation under 30 second* went to Ford Dealers* Shaggy Dog bv Play- 
house Picture?. Hollywood, through J. Walter Thompson. 

First Prize for commercials over 60 seconds was awarded to Piel Bros, for its Hockey spot 
made bv CBS Terrvtoons. N. Y.. via Young & Rnhicam. 

For details on other prizes and citations, see Film Wrap-T T p. p. 70. 

An agency producer is sometimes bis own worst enemy wben be interferes too 
far in certain production aspects of bis commercials. 

Tn specialties such as animation and music scoring, these protests were voiced to FILM- 
SCOPE last week on spoiled effectiveness: 

• One commercials producer pointed out that his be«t animation jobs are always the re- 
sult of minimum agency supervision, since few agency men are aware of the best that's 
available in animation technique. 

• The head of a music firm warned that alteration*; of scoring or jingles in anticipation 
of client reactions generally neutralize ibe initial impact of commercials music. 

Dissatisfaction by U.S. producers and ngencies over Cannes festival procedures 
uiigbl lead to a stay-away movement next year. 

There were three common complaints: 1) many color commercials were barred. 2) some 
entries were lost or misplaced, and 3) there was a little confusion on how the competing 
categories were defined. 
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A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 
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Making the rounds of the agencies is this proposal for a special: A 90-minute pro- 
gram consistir y of clips from Harold Lloyd's pictures, going hack to 1919. 
Animated cartoon hits would bridge the excerpts. Price: $150,000. 



Ask a smaller rep what hums him up about the "singular delusions" among some 
station men and he'll probably put this at the top of the list: 

That a rep loaded with major markets always gets the ear of an agency buyer 
even when the selection extends to the smaller markets. It isn't necessarily so. 



The retirement this week of Bob Hinckley as ABC v. p. in charge of the Washing- 
ton office marks the last of the Edward Noble recruits in the network. 

Hinckley — who was brought in along with Bob Kintner and many others in the early '40s 
will, however, remain on the executive committee of the hoard. 



The new T est agency on a giant account dropped an idea for a novel chainbreak 
gimmick like a hot potato when the client got wind of it. 

Tn putting out feelers on the idea, the agenev didn't mention any product. But the hig 
Park Avenue account suspected it was being used as a guinea pig. So, in effect, it 
told the agency: Don't do us any such favors. 



Agencies aren't going to get any official word in the future on bow they rank 
among the leaders in spot tv billings. 

TvB has dropped this annual comparison. Keeping accurate track of where the bill- 
ings should be accredited ha* become too complex — moreover, too many agencies which were 
part of big account stables complained they got a had shuffle. 

Top management of a tv network is convinced that the time will corne w T hen the 
Vrnerican networks will adapt the Redififnsion London system: set the program sched- 
ule for the whole season and let national advertisers come in only as participants. 

This method would solve fl) the awkward problem of scheduling to fit the fancy of 
individual advertisers. (2) squabbles about co-sponsorships, and (3) the network's in- 
abilitv to remove an advertiser's program when it clashes with the rest of the schedule. 



Oddities of the past week which tend to confirm the expectation of record hill- 
ings for spot tv this fall: 

1) A station rejected a schedule from a reputable account and equally reputable 
agenev on the ground that the product "had no distribution in the market." (Oldtimers 
probably will rank this among tops in far-fetched excuses.) 

2) \ notable midwest station rejected a schedule it had orally confirmed because 
the personality on the designated program chose lo accept an account with which she 
was more familiar. (The agenev on the thumbed account wired a vehement protest to the 
station's board chairman.) 
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. . . and when he owns 200 ''horses" will he still buy your gasoline? Chances are 
"yes," if you are a WKY-TV advertiser. Today's— and tomorrow's customers 
are sold on WKY-TV. In fact, lO^c of Oklahoma's gasoline sales are made in 
the WKY-TV coverage area. 



1949-1959 
CELEBRATING 

10 

YEARS 
TELEVISION 
SERVICE 
TO 

OKLAHOMANS 



WHY TELEVISION 

WW 1^ # OKLAHOMA CITY 



NBC Channel 4 



The WKY Television System, Inc. 
WKY Radio, Oklahoma City 
WTVT, Tampa— St. Petersburg, Fla. 
WSFA-TV, Montgomery, Ala. 
Represented by the Katz Agency 



I 



WRAP-UP 

NEWS & IDEAS 
PICTURES 



A KNIFE INSTEAD OF A GUN is used by John Bromfield, star of U. S. Monhol, to cut the 
I Oth anniversary calce for WROC-TV's (Rochester) celebration. Looking on (I to r): Gunnar 
Wigg, station manager; Charles Siverson, program director and John Kennedy, Jr., sales manager 



ADVERTISERS 




OH DANNY BOY is the theme; raising mon- 
ey for the Danny Thomas Hospital fund, the 
occasion, as Thomas rnd Eddie Clarice (r), 
program director-d.f. WHB, Kansas City, put 
on a benefit show attracting 6,000 people 



SHIRT-SLEEVED SALESMEN of WAMS. 
Wilmington, get a renewal from M. MulUns 
(men's store) as they tour the area. The staff 
(I to r ) : Charles Stoie, Diclc Lee, Ross 
Dunbar; Cliff Fearn and Willie Gay lord 





Srhlitz tlii?* week wa§ in the 
middle of discussions whh its 
agency. JWT on what to do ahoiit 
spot t> the eoming season. 

The chances are it will pull out of 
syndication altogcthei and put the 
niune) either into t\ announcements 
ni a second network show. 

(lam pni^ns : 

# A gun tot in" Boh Hope hold- up 
a refrigerated stage coach for Lady 
Borden iee cream in a humorous 
new Borden ladio campaign running 
62 time* a week o\ er -even metropoli- 
tan New ^ ork Nation*. As a tie-in. 
Hop? puts in a i>lu«> foi his movie. 
" \lia> Je»e James." The spot- will 
run through Jul} . 

• dieiiistrand will support it- 
Verilou carpet trademark via an ad 
campaign it describes as ''uiipre- 
eedented for the entire carpet in- 
dustry." 1 he carpet will he featured 
this fall, for 13 weeks, on Challenge 
l\\)C TV). In addition. Chemstrand 




THEY'RE OFF! WSB, Atlanta's mobile ra- 
dio unit leads the parade of early vintage 
autos in a "Weekend Safetython" sponsored 
by the Georgia Association of Broadcasters 




MILKING CONTEST AT HOME PLATE of 

Athletics' field is aired by WDAF, Kansas 
City, to promote June Dairy Month. Waiting 
for the go' signal: Bill Tuttle (I), Athletics 
and Jerry Walker, pitcher, Baltimore Orioles 
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will send to «toros eoj>\ for local 1\ 
and radio spots. \gouc\ : DDIi. 

• Ceneral lafe Insurance Co.Vs 
first major, national advertising cam. 
paign. will ho ke\cd with \I!C KadioV 
Monitor. Tin* promotion will inn for 
l.'i w cek> he<iimiin» 20 \ ngnst and 
an additional 13 weeks heginning 2 
April. 1000. 

Tliisn ST data : Cilletle Kufeiy 
Razor Co. is gathering some 200 of 
is executives and sales stafT at meet- 
ings during the next two weeks to 
map out plans for their 19.V) World 
Series campaign, marking tin* 2Nt 
eonsecnth e \ cur the gann^ w ill he 
sponsored In Cilletto . . . Armstrong 
will launch a major promotion for 
shoes using its Cihoroork insole ma* 
tcrial. ti Jnl\ on Armstrong Circle 
Theater (CBS TV K The cork com- 
pain will send kits to retailors that 
lie-in with the commercial . . . H. T. 
Italdtitt is linn ing from free snl>wa\ 
rides, to I .S. Bond via its support of 
tin 1 "Own \ liit of \ nicHca** cam- 
paign. Coupons from Bal>-0 will lie 
ledoonial le for I .S. 5a\ ing> Stamps. 



VII about personnel: J. Charles 
Derrick. to director of adverlKiiig 
for the Stroll Bre\\er\ Co. . . . Mcl- 
\ in I5i im I >n n ni. to \merican I loine 
IVodneH ('(ti p. in an exocnth c ea- 
pa f *il\ . . . Charles Vllis. to \ .p. in 
charge of sales foi the M< ( ulloch 
Corp.. I. os \ngele^ . . . i\orinan 
M nllieson, to director of >ale>. 
Cluctt. IVahod) & Co. . . . Lewis K;iv 
kin. to national -des ei nrer of 
Colorfornis. Xorwood. X. J. 



AGENCIES 



Vgene\ appoint i >ien t* : 1 1 ml son 
Pulp and Paper, consumer products, 
hilling SI. 5 million, from Norman. 
Craig & Kuiiunel to Cro\ . . . North- 
am Warren Corp."> Pegg\ Nigo and 
Odorono lines to Kllington X Co. 
. . . Delaware Valle\ Toy Dealers* 

\ssoeiates to Klkinan Co.. Phila- 
delphia . . . Tax lor liiscnit to Ben- 
nett, Paleigh. N. C. . . . Dial Finance 1 
to \V\ It. Doner, (Chicago . . . Tin* 
Perfection Co. to M urrny-^leCarlln 
& Vssociates. Denver. 



On the merger front ; I lii^lt. Tainm 
& I Ihuaii and Kidgw;i\ will mei^e on 
1 \ngn>t, foinring It idgw a \ II ii m h. 
St. Louis. 

New ageii<*\ : ( haile^ Collin^, foim- 
crl\ of Welch. Collin* \ Miiahilc 
will join with Jainc^ It. Uoger^ \^o- 
e iiilcs to form Koger> *K Colli nr. 

Baltimore. 

Opening Hollywood oflieo: Paik- 
son \d\ ertising. New ^ oik. w ith Don 
Blanhart heading t\ production, nnd 
the Cctx hal Co.. New ^oik. 

New name: W ent/el. W ainw right. 
Pt>istci & Poore. ( hicago. to Went/el 
\ Huge. 

Personnel ino\c>: Jnni<*> I*. \\ il- 
kerson and Kd>wird L. Bond. Jr.. 

promoted to senior v.p.'s at ^Ml . . . 
William Kislior to \ .p. nnd direct »r 
of hroadcaM programing, Cnrdner. 
St. L<uiis . . . John linker to Port- 
land office. Hot^ford. Constantino X 
Gardner . . . Curl Sigler to Went/el 
4i Fluae. Chicago. 



FREDDIE THE FREELOADER FAN CLUB greets Red Skelton and wife at Johnson's Wax 
plant, Racine, Wis., where Slcetton put on performance for employees of CBS TV show sponsor 





A 'H ARTFUL' OF THANKS from Will, am 
Hart (I), WLBZ-TV, Bangor, goes to Mayor 
John Barry for naming him "salesman of the 
year" at Sales Exec. Ctub awards dinner 
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iNG THE NEW1 




MPEX VR-1000B 



This new model of the widely accepted Ampex 
Videotape* Television Recorder is now being deliv- 
ered to networks and stations everywhere. With 
many new features and a number of refinements, it 
brings even greater efficiency and convenience to sta- 



tion operation. For all of its new features, however, 
the "B" retains full compatibility with the over 360 
Ampex VR-1000's already in operation, and so be- 
comes a new and important part of the world-wide 
system of Ampex Videotape Television Recorders. 



AND A MESSAGE OF IMPORTANCE TO THE TV INDUSTRY 




MR. CHARLES GINS8URG 



R NEAL K. 



1CN AUGHTEN 



We at Ampex are asked many questions by station man- 
agement about both tape recording and our equipment 
— questions directly related to the success of a television 
recorder installation. Of these, eight have stood out as 
particularly important, and they are answered here for 
you by Neal McNaughten, Manager of the Professional 
Products Division, and Charles Ginsburg, inventor of 
the Videotape Television Recorder . . . 

HOW WIDESPREAD ARE AMPEX VR-1000 INSTALLATIONS? 

"The first prototypes of the VR-1000 were delivered to the three 
networks, ABC, CBS and NBC in the spring of 1956. Since that 
time more than 360 production models have gone into service 
throughout the world — with over 250 of these in the U. S." 

WHY ARE YOU INTRODUCING A NEW "B" MODEL? 

"During the year-and-a-half that we have been producing the 
VR-1000 on a production line basis, a number of developments 
have occurred and new features have been introduced. Most of 
these have been offered in the form of kits from time to time 
to VR-1000 owners. Finally there were enough of these innova- 
tions to justify the introduction of the 'B' model." 

WHAT ARE THE FEATURES OF THE NEW VR-1000B? 

"Very briefly — guaranteed signal-to-noise ratio of 36dbfor 
even finer picture quality. RF/RF inter-connection for finest 
quality tape duplicates. Faster tape start (2 sec.) for quick 
cueing. Automatic brake release for easier tape handling. Ad- 
justable tape playback speed control for lip synchronizing two 
or more recorders. Simplified set-up procedures. Improved ac- 
cessibility. Complete, accurate monitoring. And operation aids 
that include full width erase, cue channel with tone generator 
and tape timer. Even stereo sound tracks may be added." 

DO I HAVE TO WORRY ABOUT OBSOLESCENCE? 

"No — not if you buy an Ampex! While there have been refine- 
ments in the equipment there has been no change in the basic 
operation of the Ampex Recorder itself — nor is any anticipat- 
ed in the future. The present Ampex recording system has 
been accepted as the standard throughout the industry— by 
independent stations, networks, and production companies 
alike. We expect to see all VR-1000's and VR-lOOOB's in opera- 
tion for many years to come." 

IS THE VR-1000B COMPATIBLE 

AND INTERCHANGEABLE WITH THE VR-1000? 

"Yes -the *B' is fully compatible with the VR-1000's now in 
operation. Tapes will be completely interchangeable. 
"Interchangeability of television tapes, as with audio tapes, is 



achieved when all recorder units are set up to the same 
standard. Since some of the factors in the 'standard' are 
chosen arbitrarily, the practical day-to-day reference is a 
standard alignment tape. With adherence to this standard, full 
interchangeability is assured between Ampex recorders. 
"This is evidenced daily in commercial operation. Right now, 
10 different companies are syndicating over 20 taped programs 
on a national basis — and we have a report that one, 'Divorce 
Court,' is now in 23 markets 'on tape'." 

CAN THE VR-1000B BE EQUIPPED TO RECORD COLOR? 

"Yes. Both the VR-1000B and the VR-1000 television recorders 
are engineered to record color by the addition of a single rack 
of electronics to the basic unit. The VR-1000B can be ordered 
from the factory ready to record color — or the color addition 
can be made at any time after installation. Right now (June 
1959) NBC is operating 16 VR-1000's with full Ampex color - 
12 factory equipped and 4 with Ampex color added after instal- 
lation. And CBS is operating 4 VR-1000's to which Ampex color 
has been added." 

SHOULD I WAIT FOR FURTHER IMPROVEMENTS? 

"No — no more than one should wait for possible refinements 
in next year's camera chain or transmitter. Certainly future 
refinements will come — but the important thing is that Ampex 
television recording is now a completely proved and accepted 
television technique. 

"Evidence of this is the number of Ampex recorders in regular 
use throughout the country. 90 within the networks; NBC, CBS 
and ABC — each with approximately 30 recorders. Over 100 in 
independent stations. And over 20 in production companies. 
These users, representing every phase of the industry, DICTATE 
that there will be no change to basic Ampex techniques. 
"And, most important — these recorders are making money — 
which after all is the real determining factor of when to buy. 
In present installations many Recorders have already paid for 
themselves — and almost all stations are experiencing greater 
income and higher profits. 

"To wait — is to pass up the money-making opportunities that 
exist today." 

IF YOU HAVE ANY OTHER QUESTIONS - 

... we would like the opportunity to answer them — and 
to describe more fully the significance and features of 
the VR-1000B. Our representative will be glad to do this 
with you personally — may he call you for an appoint- 
ment? Or if you prefer, write to Dept. 304 for our two 
new publications — one describing the 'B* and all its fea- 
tures, the other a report on how stations are making and 
saving money with their Ampex VR-1000's. 





Ampex 
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934 CHARTER STREET / REDWOOD CITY, CALIFORNIA 
Offices and representatives in principal cities throughout the world 
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More <>u agency pei>ouncHties : 
XlcCann-Fricks'on renin r v. p., C. 
lYreiiee CI vim. tn the hoard of 
directors . . . Jacqueline Da Costa 
to media service supervise!' at Hates 
. . . Donald Leonard, media direc- 
tor. Fuller & Smith & Koss . . . Kd 
Hawkins, merchandising directore, 
l.eunen & Newell . . . John B) throw, 
. mitixe director. F\\ H&'ll. IMiiladel- 
phia . . . Kobert Finiiegam director 
of media and research, lireiniek . . . 
Jerry Crollard. marketing director- 
aeeonnt execnt ive. A I iller. Macka\ . 
I loeck \ 1 lartung. Seattle . . . Thomas 
Swiek and Alfred Sanno to as#oei- 
ate media directors. MrCann-Kriek- 
son . . . Gerard Viola, v. p.. National 
1 wport \dvertising Service . . . 
Kogei* Eaton, account exceulh c. 
Dnnsiieo. Denver . . . Jack Parting* 
Ion. t\ producer, >SC&Pi . . . Ca- 
millo 1\I ns€*iH"€*l l*i. liniehuyer. Clin- 
ton K. Frank, Chicago . . . Harry 
( )mmerh% former 1\ \ .p. in charge 
of CP>S network programs, to senior 
v.p. and memher of the hoard of di- 
rectors. SSCXB. 



FILM 



The inntital dependence of l T .S. 
and English t\ film companies 
was pointed up hist week In 
ITCs move to standardize its cor- 
porate mia^c in hoth countries. 

Henceforth the 1TC initials will re- 
fer to aili Hated companies on hoth 
^ide> <>f the ocean and the >ame logo- 
types will also he used. 

In the I .S. the initial- ITC refer to 
I ndependent Te|e\ 'ision (Corporation, 
and in England the\ now signify In- 
corporated Television Co. Ltd. 

Sales: .screen Gems report- renew- 
als on Rescue il b\ Miles Laboratories 
\ ia CeoIhe\ Wade \dvertising for 
^cattle. Spokane. Portland. San I* 'ran* 
ri>co. Lo> \ngcles and .Sacramento. 

md h\ \\ e>l laid Brewing ( o. through 
l)o\ Ic Dane liei nhach in New ^ oi k 
-late market?: station renewals in- 
c lude \\C\-T\ Chicago: K\W T\ . 
>anta Iiaibara; M> \T-'I \ . Mhnipier. 
que: KL//I V. Deiner; \\ lil \ . Char- 
lotte: WHHK-TY. Nranlnn: WTdl'- 

l\\ \\ aching ton: KKSD TV. San 
Diem.: \\T\J. Miami and \\ LOS-T\ . 

Uicville. 

I' he station as svml ieator : W PI Vs 



Cold \l iii-Berlut Crisis documental") 
reported ?old to .">() stations with these 
2'A latest >igners: KMMT-TY, Austin: 
KOOK-TY. Hillings \Y\YTY, Cadil- 
lac; \\ |ST\ . Charlotte: WllSL-TY, 
Chico: K.kT\ . Colorado Springs: 
\\ HNS-TV. Columbus: k\ YL-T\, 
Eugene: klEM-T\. Eureka; \YBT\Y. 
Florence: \\ kJG-TA . Ft. \Va\ne: 
W'F.M Y-TN . Creenshoro; \YATE-T\ . 
Kn.)X\ ille; \\ liES-TY. Medford; 
KM ID-TV. Midland : KPHL-TY. 
Phoenix: WCS11-TV. Portland: 
kCT\. San \ngelo; kELO-TV. 
Sioux Falls: WTlll-TA , Terre llantc: 
\\ TOL-TX . Toledo: k\Y\\ L-'H . Wa- 
terloo, and KIMA-TV. Yakima. 

International sales: Fremantle In- 
ternational reports sales in Mexico of 
T icentieth Century. O.S.S.. Decoy. 
The Big Story and Foreign Intrigue: 
in Ital\. of Perry Mason and Twenti- 
eth Century : and of other ?ah> in 
Japan. France. Great Britain. P>el- 
gium. Cermam . Denmark, Switzer- 
land. \nstralia. and Bermuda: of 
these, the Twentieth Century sale in 
Mexico to a sponsor. Vshestos de 
Mexico. S. A., through Pnhlicidad 
General, is said to he the first spon- 
sorship there of a I . S. network pnb- 
lic service series. 

Product ion : Fred Ih iskin w ill he- 
come an independent producer with 
a long-range tie to Screen Gems. He 
will simultaneously remain a produc- 
tion exeenthe of Screen Gems for a 
period of time. 

Pro n tot ion : Duncan Kenaldo and 
Leo Carrillo of Xiv's Cisco kid will 
attend the Canadian National Exhibi- 
tion this fall . . . Bernard L. Schubert 
will screen its Counterspy -eric- for 
formei I . S. intelligence agents . . . 
\\ \BC-TY budgeted a record $40,000 
and \\ PI\ spent Slii.OOO. each for 
promotion in connection with the 
nunc of Sea Hunt to their roprelhe 
stations in New ^ ork . . . Narrator 
John New land and producer John 
doling made personal appe.iranecs 
last week to launch M>C Filn >' One 
Stej) Beyond on t he CBC . . . Larr\ 
Harmon Pictures merchandising di- 
\ ision reports 1 00 licensees fran- 
chised for IUko the Clou it ittans. 

Traile notes; The New ^ ork 
hranch of S \(i la-t week nnaninious- 
l\ Voted to reject a producers conn- 



tei ha i gaining ollei foi extra-' rates 
and conditions . . . \TA Internation- 
al reports 200 stations are exjjected 
to earr\ its gratis 30 minute Passport 
to Clamour on the Cannes festival. 

Commercials : Prizes and commen- 
dations for I .S. commercials at the 
("amies festival included the follow- 
ing: Second Prize for animation un- 
der 60 seconds to vnderson Splitting 
Peas, made by Gonlding-EIHot- 
Graham. New ^ ork, \ ia Bryan 
Houston: and these seven hrands won 
special commendations: CotyV French 
Spice. MVO for BBDO: Dial Snaps 
I loho M\ ster\ . (Cascade, for Foote. 
Cone Belding : Zest's Girl in Pool 
and also its Slide, hoth Peter Elgar 
for Benton \ Bowles: Chesterfield's 
Song of the Cow hoy. Film ways for 
McCann-Friekson : Charmin Tissues' 
Charinin Baby. MPO for Camphell- 
\lilhun: Calling Stag Beers Goldfish 
In Fduard 11. Weiss Vdvertising. 
Chicago j no producer credits): Les- 
ttiil'3 Penetrating \g<ait. Kobert 
Lavfreiiee for Jackson \ssociates . . . 
Music scoring for YToolite and Lastic- 
Life commercials completed h\ Mu- 
sic Makers for Charles \\ . Ih>\ t. 

Strictly personnel: James Thrash 

named CBS Films Atlanta manager 
. . . Jerry Schnitzel* of Robert Law- 
rence to speak on t\ film at Interna- 
tional Design Conference at \spen, 
Colorado . . . Harvey Chert ok pro- 
moted to manager of VI A merchan- 
dising department . . . JefT Davis, 
southern Bernard L. Schubert sales 
manager, a candidate for national 
v.p. of the I . S. Junior Chamber of 
Commerce . . . George Faber named 
llolhwood publieih director of CBS 
Films ... \\\ Hal Davis joins Regis 
Films a- eastern salesman. 



NETWORKS 



NBC T\ V latest poll on color, 
taken among 800 homes in fixe 
cities on fno tint-telecast sIioms, 
disclosed t In* n\ erage rating 
among color homes as 30.4 vs. 
16.9 in black-and-white homes. 

The cities in the stiuh : Boston. 
Chicago. Omaha. Philadelphia and 
Milwaukee. 

\dded notation 1>\ networks: when 
color is on. more sets are turned on in 
color homes and more \ iewers are 
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watching than in hhu k-aml w hitc 
homes. 

Incidentally . tin* Triangle Mation>, 
MCA and T\ H this week hold a >)in- 
l>o>inni relathe to all |>hase> of color 
l\ at I he \\ aldorf Astoria. 

Tiine\ vnll spread souk* of its 
specnil money on ABC r r\ nexl 
1 all. 

It will he in on four one-hour pre- 
QiriMmas sdioU headed 1>\ Frank 
Sinatra. The first will he on 19 
October. 

\HC now has two presidents; K«l 
DeGrn/. Has this week elected 
president of tin 4 radio network. 

UN counterpart in tv is Ollie Trevz. 

Ihntiiiie network \\ hillings For 
the first Four months. 1 939. 
uppcd 23.8 r | over llie like peri- 
od last year, according to TvB, 

The gross time charges: 870.667.- 
162 compared with So0.191.o0 1 for 
January -April. 195o. 

Also from T\ B. the estimated e\- 
pcmlitures ol' tin 4 top 15 network 
company advertisers. Followed 
by the top 15 network brand ad- 
vertisers for April 1959 (compiled 
In L> : 







OKOSs 


RANK 


COMPV.NY 


TIME COSTS 


1. 


P&G 


S4.691.163 


j 


Le\ er 


2.712.5U6 


s 


American 1 Ionic 


2.1511552 


1. 


(Colgate 


2.015,795 


s. 


(General Motors 


1. 998.166 


6. 


General Foods 


1.721.491 




K. J. Reynold.* 


1.31)0.104 


o 

i J, 


Sterling Drug 


1.1 15.873 


9. 


1\ Lorillarel 


1.108.873 


10. 


Ford 


1.024.145 


11. 


Liggett X M\ ei> 


1.018.458 


12. 


General Mills 


1.008.565 


11 


American Tobacco 


957.900 


14. 


Bri>Iol-.Me\ers 


936.385 


15. 


Gillette 


923.671 



CROSS 



KVNK 


< OMPV.W 


TIM K ( OSTS 


1. 


Ford 


S738/)88> 


2. 


\nacin 


735.544 


3. 


Ghe\ rolet 


68.7.037 


4. 


Tide 


673.079 


5. 


Cdeeni 


651.618 


6. 


(Colgate 


598.775 




l>a\er \>j>irin 


550.216 


o 
o. 


Phillies 


530.481 


9. 


\\ inston 


505.767 


10. 


L&M Filter 


197.311 


11. 


Kent 


475.552 



12. ( amel 17">. 2->. i 

13. 11\ month 151.290 
1 1. \ioero\ 11.2.913 
15. llamh \iuh 110.529 



ball Miles* on network t\ : 1 he ha>. 
-leo\er what show ( )ld*mobile I 1). 
P. Brother! will ha\e on f.HS TV 
next >eason is ended, with the Dennis 
(Tket'je Show bowing Tuexhn, 22 
September. 8-8:30 p.m. . . . PXG 
Mk\4i>. for full->pon>or>hip of II irhi- 
ta Ton n. WW TV. W rdnc^da\ ^. 
10:30- 1 1 p.m. . . . ke<>f> Talking 
mo\e< to \\\C \W n'iihltimc line- 



up. 20 lo >n i | p mi ioi Mu- 

tual of Omaha f lio/tdl \ |jo»!-sI 
. . (!orn Product** (.<>. bo niic 
hour, alternate- w cck^ <tf ttii <>rh<><it, 
\ 8G T\ Snrnhn 7-8» p.m. 

More >ales ami roicwaU tor net- 
work t\ : Olin MntliieMHi ( heoii- 
nil ('or p. ( I)' \re\ ). foi Small 
II arid. ( US T\ . >nnda\ Mi'.'M\ p.m. 
beginning 1 October, with l.dwanl li. 
Mm row moderating m«M of the >eric^ 
... .Miles Labs <GeojTre\ \\ adc i and 
f 5 row n »S; Williamson ( I5ate^ > to 
co-sj>on>or II ednesdax \ ight Fights. 



Just to prove Cadillac's Importance — 

WWTV REACHES 
MORE TV HOMES 

THAN THERE 
ARE IN 
WYOMING! 





NCJ Na 3 thawt that WWTV hat daily deviation, 
bath doylim* and n.ghHInw. In 36 Michigan caunliti. 



WWTV (Cadillac and Northern 
Lower Michigan) delivers to you 
more actual viewers than the en- 
tire TV-homc-count in Wyoming!* 

And to prove that the vast 
Cadillac market really belongs to 



fflte ,9e/jei Station* 

WIZOTV — C*AND fcAFIDS KAIAMAZOO 
WKZO tADO — l A LAMA 2 OO 8ATTLF. CJtltK 
WJfF »A0»O — G*AND *AF1D$ 
Wj[F FM — C*AND KAF1DS KALAJAAZOO 

wwTV — CaCxilaC. mK>*Gan 

tOlN TV — UNCOLN. NIMA5KA 

A u<XiO*»d with 
WaOO t.ACX) — FfO» A. HUMOlS 
W MAO TV — F-fOtiA tlUNOS 



WWT\\ Pulse rates the WWTV 
audience an astounding 14^ great- 
er than that of the next two stations 
combined (Mon.-l ; ri., 12 noon-12 
midnight) ! 

Add WWTV to your WKZO-TV 
(Kalamazoo-Grand Rapids) sched- 
ule and get all the rest of ouutate 
Michigan worth having. // you 
want it all, give us a call! 

'There are 5J,J00 television homes in 
Wyoming. WWTVs SCS So. 3 night- 
time daily circulation is 7Z % S^0. 




WWTV 



314,000 WAHS • CHANNd 13 • 1587 TOWTR 
CBS ond ABC In CADILLAC 

Serving Northern Lower Miehigor* 
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\H( T\ . . . Kitchens of Sarah 

Loo 1 ( ^v\\ f for a twiee-woekh >c<z- 
mcnt of (Captain Kangaroo, CBS T\ . 
I e*mniiii»! 1 1 1 i — week. 

l*i*t>*iiunii in«r note*-; The Lawhr rul- 
ers, one-hour slum scheduled to aj>- 
|)( i <*r 22 N'ptemluM. 7 :3()-o:3l) p.m.. 

postponed until I . . . 
Specials note: ( \\> T\ will again ran 
77/ e // 'hard of Oz. two-hour color 
nn >\ n\ Suinhu . I 'A Deieniher. 6-o 
p.m.. for Bourns* ((ire\ > ami \\ hit- 
nuni ( lainlles i \\ or i . 



This;] *u" data : La>t week marked 
the first time a tv film was transmitted 
across tin 1 \tkuitie h\ telej>hone cable. 
The occasion: Queen Kli/abcth tie- 
part u re from 1 ,ondon Virport. Net- 
work: MM, TV . . . 1/m*/V 77/ Dunn 
renewed, for the third \ear. on six 
CW> Radio >tations h\ American 
Virlinos . . . VHC Radio 

ga\o prizes to admen for hot »iie<M"* 
»m winning round, etc.. of l'atter*on- 
Johan»on fight. 

Network affiliate: WOLF. S\ nicu»e: 



WTKO, Ithaca, \. \.: KKDO. Long, 
view. \\ a>h. and Kl MY Pendleton. 
Ore., to ABC Radio. 

Network personnel: I)a\id Tebet. 

general program e\eeuti\e. will head 
up the expanded talent operation in 
the tv network program department 
of \BC T\ , . . Bernard Kisiiiann. 
to bureau manager — CBS Xews. 
Chicago, 



RADIO STATIONS 



Instead ol' Iling retailer* radio 
by citing; ca*e histories, sneers* 
stories, rutin" reports and the 
like. Edward Prater, head of the 
Baltimore agency hearing hi** 
name, gave these pointer? about the 
reluctant retailer hefore the Marv- 
land Broadcasters district meeting: 

"Radio's thief \alue to major re- 
tailers lies in the fact that radio 
different. Don't >ell it against print, 
or ain other media. 

s *>ell radio to retailer* for huilding 
a store personality, for preference 
and audience loyalty and through 
people speaking to people." 

Criticizing: the critics: Erie Sniid- 
«|uisL v.p. of A. C. Nielsen, at the 

Catholic Broadcasters Association, 
struck out at columnists who try to 
discredit broadcast research. 

His contention: **A good small 
sample can produce more accurate 
figure* than a complete census, be- 
cause information from the smaller 
group can he gathered and tabulated 
much more carefully. 

I Radio World Wide. 1 nr.. a new 
network program servicing set- 
up, has been incorporated. 

OHiecr* elected: llerhert L. Krue- 
gei. v.p., gen. mgr. of WTAG. \\ or- 
ee>ter: \ ice-eliainnan: 1'anl \\ . Mor- 
enc\. head of WTIC and John F. Path 
( head of VfJR. 1\\ Cross is v.p. and 
treasurer. 

The exeeuti\e committee, in addi- 
tion to the ofiicer.-: llenn B. Cla\, 
Vie Slioli>. and K. 1\. Vadeboneoeur. 

What stations art* doin^ about 
the plastic ban problem: 

WTIX. Now Orleans, offered a 
record for each hag hrought to the 
station's Studios \ ia announcements 
aired every 1 5-ininntrs. Hesnlts: 
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Ralston Purina's Dollar 
Buys More on WKOW 



v.\\v.-.v.\v.\\v.v 

■I DIJU" MORE " MIlltT^MIAT and E6GS l m 




"We at Ral>ton 
Purina look upon 
11 O V G u in tow. 
WKOW Farm Di- 
rector, as another 
salesman on our 
team. His rails on 
dealers and his re- 
corded interview- 
with consumers have 
added greatK to the 
effectiveness of our 
a d v e r t i > i n g on 
\\ K 0 \Y a n d 
\\ ROW -TV." 

linked K. Thomas 
Sales Manager 
Wisconsin Division 
Hahton Purina Co. 



"Our thank* to \on. \our <lealei>, and your com]>auy, Mr. 
honiar*. lor \ our confidence, and for thi> opportimily to 

dl hest where thev 



prove again that WKOW and \\ MAV-TY 
l>ti\ the nu»t." 



Hen 1 level 

General Manager 
\\ KO\V WKOW-TY 



TV-Q 

RADIO- 10 KW -1070^ 



WKOW 

MADISON, WISCONSIN 



10.000 l»a»s UtriMHl m ilio fir-t tln\ . 
» Sec sroNxm-scoiM-: for >ponsnrr<l 
network and radio spot ruin pa i 1:11 
news. I 

IIom \V\ IP. Alt. Ki>co. N. Y. tiod 
in tlit* ^juice- njro Midi a deport- 
ment store promotion: 

The e\ent was the fourth animcr- 
*nn of WanamakcrV Westchester 
branch, and the -.tore*- theme \wn tl e 
'Satellite sale." \VY11\ working with 
the advertiser, got ihe \nn\ to di^- 
phn Nike and llereule> unfile modeU 
and an F-104 interceptor jet. with 
technician,* lo explain the workings of 
space rockelrv In tin 1 onlookers. 

Baltimore initio for a depart- 
ment store promotion : 1 loeh>ehild. 
Kohn & Co. has signed a long-lerm 
eontract with WITH for u^ing its 
35-foot nuthile studio trailer, thus- 
w i>e : 

Kvery Saturda> the >tationV trailer 
will he placed in front of one of ll.K. s 
shopping center location.*, with a live 
show airing from it 10 a. m. -8:00 p.m. 
The trailer, and its manpiee. will di>- 
play the department >tore'> >igns on 
it. 

Off-bent sonree nf fan mail for 
a sportseaster : Indiana Governor 
Harold \V. }landle\- wrote Jim Mcln- 
t\ re at WISH, Indianapolis, that he*> 
an a\ id listener of his baseball game 
hroadea>t> while driving home e\ e- 
ning- in his ear. 

Idea* at ^ork : 

• Tn ing to launch a ''Comfort 
Crusade": WAYZ. \ew lhnen i> 
urging all businessmen lo wear >hort 
>leeve white shirts with collars open 
during hot humid da\s. Station i* air- 
ing all names of businesses and men 
joining the Comfort Crusade. 

• A documentary on the rail*: 
WCAO. Baltimore, i* airing a Series 
of broadcast* on Sunday morning 
about The Great Vmeriean Railroad*. 
Hie series tell the story of how the 
major rail line* relate to Baltimore 
and the places throughout the coun- 
try that the Maryland metropolis 
sen es. 

• To promote June Dair\ Month. 
KLFIX Litchfield. Minn, is conduct- 
ing a 'Recipe Contest" for its listeners. 
The stipulation for entries: all re- 
cipes must contain milk, butter, ice 
cream, cheese or am dairv product. 



• The\\e put up "Iutk\ Mup 
Signs": WC.kK. Miami, ha- placed 
its octagon-shaped call letter* Mgn at 
\ a rions intersect ion*. 1 in iting li*le icr* 
to call the station nightl) with correct 
location. Prize: >n. 10 \\C1\R'> fre- 
(|uene\ . 

Saluting tin* radio industry as "A 
ISig Medium with a l?ig Heart. '* 
Theodore Kopplier, The \d\ertis- 
ing Council - president, this week is- 
sued a special report on radio broad- 
ea>tei-s* outstanding support of proj- 
ect.- designed to >oh e some major na- 
tional problems. 

Tin* hook. "Radio and Public Sen- 
ice Ad\ ertising" e>peeiall\ notes ra- 
dios support of the ant i-i erosion 
"(Confidence in Crowing \nierica" 
campaign and the "Register. Contrib. 
ute and Vole*' dri\ e. 

Tbisa -n* data: Cortlir A Co., the 
zany wake-up crew on KI)K\, l*itt>- 
hurgli. is featured in the Jul\ i»ne of 
Esquire . . . \V1I\ Philadelphia, has 
heen granted permission b\ the FCC 
to operate its transmitter by remote 
control . . . The New Jersey Broad- 
rasters" Association ha> set up a 
special committee to stnd\ the situa- 
tion of the state".- high>chool and col- 
leg* 1 >ports broadcasts . . . W TTM. 
Trenton. X. .1. celebrated Fathers l)a\ 
h\ visiting all hospilab in the area. 
gi\ ing new fathers a box of cigars. 

Kudos: To the new> department at 
Wl'KX. Philadelphia, two top awards 
at the Associated Broadcasters con- 
\entiou in Pittsburgh . . . To Kd Mit- 
chell, a testimonial dinner for his 
31-year* w ith WGV. \lhan\ -Schenec- 
tad\-Trov a> farm ad\ i<or. 



TV STATIONS 



A total of 13 l\ Million* lune lost 
their Tv Code rfculj* as a result of 
action, this week, by XAB\* Tv 
Hoard. 

This bring? to 21 the number of 
stations w ho>e seals lun e been re- 
\ oked for carr\ ing hemorrhoidal 
remed) adveitising. 

The T\' Code subscribers: 

Total fas of .March. 
Code subscription- re\ oked 
Code subscriptions resigned 
New Code subscribers 
Total current Code subscriber? 



306 
21 
IT 
2 

270 



I 991 PACT1\ 
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SHARE OF AUDIENCE 
IN A COMPETITIVE, 
3-STATION MARKET* 

More audience than all other II 
Paso stations combined* That s 
what the latest ARH pves KUOD- 
TV t* February 1959. > And that's 
why K ROD-TV is the "must" bu> 
to reach the vast West Texas-South- 
ern New* Mexico market. 
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jKRoD-mr 

EL PASO. TEXAS 



sji low *w? v »"Ves {af*£ £** ify> 
REPRESENTED NATIONALLY BY THE BRANMAM COMPANY 
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• SPRINGFIELD 

• DECATUR 

• CHAMPAIGN -URBAN A 

"It/ltest* Mid AmesUca 
Jliael and Bttyl . . ." 
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METROPOLITAN MARKET 



GRADE 




SPRINGFIELD 

WICS 

DECATUR 




_ NBC i & 

Exclusive; Jtmt 



OVER 230,000 TV FAMILIES! 
AVAILABILITIES: YOUNG TV 



SPONSOR ♦ 2i Jl'.NE 1939 
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"If \ou want to reach out for new 
customers ami to survive iu this, 
day of stroll*; competition especi- 
a 1 1 \ for the home furnishings 
dollar, then you must he in tv/* 
no ten* Howard \brahani. v.p.- 
retail sales, Tvft. 

Speaking before the \RM of lie- 
tail Mei elmnU in Chicago last week. 
\braliam cited tin* voting families a^ 
the be<t nbtoiiKTiJ for retail furnish- 
ings. 

"Tho^e are t\'- higge>t viewers." 
he added. "1 n tin 1 \ oung family 
groups. the\ watch t\ .'550 minute** a 
da\ ." 

Note: T\ B is sending ad man- 
agers of retail stores a storvhoard 

-bowing theni how to take the ele- 
ments used in print advertising and 
translate them into a tv commercial, 
using slides and ofT-eamrra voice. 

Vnother TvB report i Toy makers 
using: t\ nearly doubled in 193R 
over \>7. 

Total investment from tin 1 121 tov 
j nd game i adust n ad\ ei tiscrs in 
195u: <'A'i million. In 1957, (> I ad- 
\ erlisei.- spent S2. 1 million, and in 
P>.*">(>, the same number spent !?LB 
million. Biggest t\ to\ spender in 
I ( )5;; was Mattel. Inc. 

Ideas at work: 

• KTLA. Lo» \ngeles. contracted 
the. new lv-organi/,ed Mobile Y ideo 
Tapes. Inc. I a ^elf-contained eommer. 
eial tape eruiser unit I to record a 
master tape of the Bolshoi Ballet. 
MVT ran about HUM 10 feet of tape 
over a fonr-da\ period for the four- 
hour prod art ion w Inch KT1 , \ con- 
tracted to produce for Skiatroii. pay- 
t\ firm. The estimated cost: Si mil- 
lion. 

• I hev had a "circus of a time. " 
When the liig Top \ ished S'ranlon. 
Pa., \M>\l -T\ hired the circus ele. 
phant for the dav and sent an expedi- 
tion of account executives on a safari 
to the (inn-; ground*. Reason: to 
publicize that id I "Bi;j Show s"* aie 
-cm on that station. 

• To promote ( olorado's "Rn-li 
lo 1 Ik- Rnekic* Centennial celebra- 
tion. KkT\ . ( olnrjdo Spring*- Pueb- 
lo, produced a oiie-ininute. <ound-oii- 
him featuring kcj lime musician Max 
Mo rath, singing and pla\ ing the 
-Li to'* ( cntonina I song. Million is 
^ending the >pols free to e\ er\ H 
-talion in the state. 



Thisa *n' data: To make its first 
profitable month in five \ ears of 
operating on uhf in a market of 
nine major vhf stations. John \Fctts. 
business manager of WICC-TY. 
Bridgeport, (dinibed the 50l)-foot 
transmitter tower and pernianenth 
attached the dollar to it that took the 
channel out of the red . . . \YSOC- 
TY. Charlotte. V C. began airing 
editorials last week . . . WANE-TV. 
Ft. \\ ayne, built a Little League base- 
ball field behind its studios so it 
could televise the LL ball games . . . 
KCAN-TV. Portland, Me. is build- 
ing a new tower, to rise 1.610 feel . . . 
KFJZ AM -KM, Ft. Worth aired, 
what it believe* to be, the h*r>t com- 
patible stereo broadcast . . . \nni- 
versarv note: Wl'IX. New York. cele. 
hinting its Ilth vear this month. 

Kudos: To KMTV, Omaha, the 
\meriean lied Cross Vppreciation 
award for its public service series 
Teaching Johnnie To Swim . . . To 
the news department at WIIC, Pitts- 
burgh, four first-place awards from 
the Pa. Associated Press Broadcasters 
Vssociation. 

On the personnel front: John F* 
Dille. of W KJG-TV- \M. Fort \Yav ne f 
named president-elect of The I niver- 
sit\ of Chicago \lumni \ssociation 

. . . Arch Madsen, lo assistant exec. 
nti\e director of the \ssocialion of 
Maximum N*rv ice* Toleea.-ters. Inc.. 
Washington, I). C. . . . Maurice 
Cinllcrmuu, to national sides man- 
ager, WU L-TV. \cw Orleans . . . 
Leonard Warager Jr., to account 
executive at \Y ABC-TV. \cw York 
. . . I)a\id Aldrieli, to the public 
relations department of \\ cstinghonse 
Broadcasting . . . Scott Kemper* to 
advertising and promotion director of 
KO\ K-T\ . Stoeklon. Cal. . . . Parker 
Jackson, lo sales de\ elopment and 
promotion director for KFMB-TX & 

\M. San Diego. 

Add to personnel moves; Mark 
Wodlinger, exerntiv e v. p. of the 
Comnmiiitv Telecasting Corp.. will 
also be national l\ sales manager for 
W MBDTV. Peoria . . . Coorge Don- 
nelly. elected treasurer and \V. II. 
James, assistant secret an of \VPI\, 
Now ^oik . . . loin llnrkliart* to 
i egioual sides coordinator. \\ LOS- 
TV . \>ho\ ille-Oreonv i He-Spartan bin g 
. . , Jack Lightner. promotion mgr.. 
\Vlii:\-TV ; RockfonL 111. ^ 



COSMETICS 

i Cont'd frorrr page 35) 

of tin 1 medium. Some of the stand- 
outs: Revlon with its enticing demon- 
strations of its varied products: the 
big soaps -P&C. Lever. Colgate — 
with their toilet soups as well as their 
shampoos and beaut) aids: Avon, 
with its successful pre-sell campaign 
hacking its door-to-dour sales ladies. 

Most of these national ad\ertisers 
allocate cast 1 allowances to retailers 
for purchase of local advertising. But 
the preponderance of t\ monev spent 
In manufacturers in cosmetics and 
toiletries goes to -pot or netw ork. 
w helher the account is national or 
regional. 

Revlon. with its Barbara Britton. 
was in the vanguard of commercial 
development which combined a per- 
sonalis spokesman w ith glamor in 
persuasive product demonstrations 
both on live netw ork show s and in 
filmed commercials. Former ad man- 
ager George \hranis. talking with 
T\ B about the results Revlon has ex- 
perienced with sponsorship of the 
Carry Moore Show I CBS. Tuesda) 
night), concluded after a product use 
jurve) that the program reached a 
responsive audience and one which 
bought large amounts of the adver- 
tised Revlon product*. 

\icwers of the Moore show were 
( becked in Philadelphia. Los Angeles 
and Chicago during a program tele- 
cast last October (the second of the 
season > . \t that time. H6..V,' of the 
women watching the program used 
Ion Ion lipstick. The same survey was 
conducted (hiring the 13th telecast 
of the program scries, at which point 
(>l.0'< of the women used Revlon 
lipstick a TO' 1 increase. 

\nd an anahsis of Ion Ion product 
um' among viewers watching com- 
peting programs showed a lower con- 
sumption of Revlon products gen- 
eralh than among the Carry Moore 
viewer*. Tin* pluses gained by the 
Moore show: (>()'< on lipsticks. IKY/i 
on compact makeup. 1 W < on Living 
Curl hair ^prav and l7o' ( on facial 
cleanser. 

These results show w h\ an in- 
creasing number of cosmetic adver- 
tisers are following the Revlon phi- 
losophy as expressed bv Mr. \ brains: 
"Results were so overwhelmingly 
good we renewed. But if v\e went by 
latings alone we would have can- 
tried." ^ 
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McCANN 

(Cont'd from page 37 > 

McCunn believes that l>\ doiii«i tins 
it is possible to make genuine inter- 
media comparisons (scorned by *omc 
as "apples and oranges'* figuring) . 

Ideal h. sa\> AW("anii. uioM ad\er- 
tmers would like to lia\c one compre- 
bensh r comparison : the cost-per- 
1 .(>()() effect ire selling messages de- 
li rered to prospective customers. 
Were is tin* MeCann formula for this: 

Kir* I determine the best was sou 
might use each of the media under 
eon si deration. I low \\ on Id \ on use 
tv? radio? magazines? What sort 
of message? I low long? 

Second, determine, for each medi- 
um two or three figures which come 
closest to the eosl-per-1.000 of these 
efTeelne messages delhered to prime 
prospects I for example, men between 
18 and 33 > . Two or three figure,* are 
needed for each medium- no one 
will gi\e the answer. 

Third, eo in pa re all the eosl-per- 
1.000 figures \ ou ha\ e gathered for 
the media t\pes under consideration, 
remembering that \ our conclusions 
nnist he tempered with judgment 
based on experience in this product 
category . 

And finalh. after making these 
comparisons on I hi* basis, weigh in 
factors ~l through — o for your final 
decision. 

Hspee.iall) notewortln in this for- 
mula is the stress MeCann lays on ef- 
feeli\e selling messages, and prime 
prospects a:* necessary considerations 
of all co>t-prr- 1.000 comparisons. 

Sa\ s Kinle\. "In the final analysis 
a great deal of judgment enters into 
our media decision*. However, the 
more facts are available, the heller 
our judgment can he.'* 

In summing up the sliuh on media 
selection made h\ the MeCann affili- 
ate Market Planning Corp. for Prim- 
ers* Ink. Lee \dler echoed these sen- 
timents, lie told the American Mar- 
keting \s-n. in Cleveland last week. 
"In the fight against irrational influ- 
ences on media selection, we must 
obtain all the facts on media and 
markets, and see to it that the\ are 
communicated, that the\ are read, 
understood, and accepted." 

He added that agencies and adver- 
tisers polled wanted "impro\ed broad- 
cast rating >er\ ices. impro\ ed sam- 
pling techniques and inclusion of au- 
dience areas not now measured well, 
such as car and other radios. " ^ 




anrone Fop smmcs ? 

Let's face it — we're in a business where statistics flaw like 
. . . er, water. 

Since this is the case, here are a few far yaur consideration: 

In the morning, WBT's audience lead aver its nearest com- 
petitor is 92%.* 

In the afternoon, WBT's audience lead over its nearest com- 
petitor is 69%." 

At night, WBT's audience lead over its nearest competitor 

is 123%.* 

Three mighty good reasons far placing yaur next schedule 
an WBT — the station that creates the nation's 24th largest 
radio market. Call CBS Radio Spot Sales far availabilities. 

*Pulse 25 county areo March 1959 

WBT CH6IPIPTT6 

REPRESENTED NATIONALLY BY CBS RADIO SPOT SALES 
JEFFERSON STANDARD BROADCASTING COMPANY 
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MILLER 

*( Ont'd from page IV)) 

writ- inning to k thi> ntid u*ncv 1 1 j >. 
or jiii in idcutifiratioii with it, a> a 
matter of roiir^e. " 

Millor and \\ ildioot were tin* 
>ho\\ "> fn>t ?j>on>(n>*. Thi2\ >i^ned 
iij) for 26 tvevk- >tarlin< r in October. 
I (, . r >7. From tin* lx^imiinji. Miller juw 
the >lu>\\ i\> a soil of *!.."> million 
point of ^:ilr pi<vo which had to he 
nnTchamli><\] like am ma^ di^pla). 
thai i>. to llir retailer. I he oii-prani.-e 
retailer wa* Miller'? prime target. 

The format of tlie >ho\\ I filmed 



matehe> \\ ith top pro> across the 
eounln » fia\ c Miller several mer- 
chandising elue>. First and foremost. 
Miller had to gel the >how tuned in 
hetween .">-(> p.m. on Saturdays. 
\\ hat > more, il had to r\\ et attention 
to the show*. 

Solution; TipofTf on the action. '* \ 
golf show offers two thing? prima- 
rily/" ki>* Ball, ''suspense and in- 
>trueti(»n. If we could hold out a 
definite promise of hoth. we could 
keej> the show tuned in. to our bene- 
fit, and keep customers at the bar. to 
the benefit of the retailer.'* 



Strategy: Distributor letters well in 
adwiuee of each show citing high- 
lights — a hole in one. a ^perlacular 
fairwa) shot. >ome unn-ual difficulty . 
For example, will Ca>per *ink the putt 
he need- to score? Onh the bartender 
knows. 

UesulN: \ solid talking point for 
distributor salesmen, a handv lever- 
age for getting point-of-sale pieces 
displayed plugging the show, a lot of 
enthusiasm among bartender*, tavern 
ow ner?, club managers. Ad\ ante film- 
ing of the show also enabled .Miller's 
to make u>e of a dial-hpe. point-of- 
sale piece which lined up phners' 
names, I See cut page 46.) 

W hen He\ nolds Metals joined 
Miller as sponsor tin 1 next \ ear I Oc- 
tober. lOocii. it applied the same 
strategy but in a more rat ified atmos- 
phere. Ihe connection between golf 
and a company executive i> fairly 
logical, and he is Reynolds' target. 

Sa\> president Bob Hey nolds. 
"When we know there s a show in 
the can with Sam Snead making a 
terrific blast out of a sandtrap. our 
>ale>men know which compain presi- 
dents have broken golf sticks in the 
r-anie >pot. ^ on can be sure they re- 
mind them to watch the show on the 
promise 1 that they 'll really learn some- 
thing." 

Tn it> second year with the show, 
Miller refined its merchandising ap- 
proach even further with: 

• Hall markers. A giveaway item 
for on-promise retailers, club pros 
and managers, these are light metal 
objects in the form of the Miller logo. 
The company purchased l 1 ^ million 
of llie-e for "S>k300. 

• Golf booklets. Small, pocket-size 
booklets containing golf tips were 
made available to chib managers and 
pros. They were offered on the three 
broadcasts last wintei. Results : 6o. 000 
requests so far with inquiries still 
coming in. 

• Billboard streamers. Strips add- 
ed to Miller billboards gave local 
date. time, channel. 

• Greater participation In club 
owners. \s ben fit ?■ of the .-how to 
clubhouse? became more apparent, 
many owners and managers started 
using their own ingenuity, (hie man* 
nger. wlio>e green was used for film- 
ing a series of matches, held his own 
"Junior All-Star Golf Tournament*' 
one Saturday, then trooped players 
and spectators' to the clubhouse to 
walch the show and compare scores. 
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WOC -TV 



FOR BEST 
COVERAGE 
IN THE 

NATION'S 47th 
TV MARKET 

/ 

(Davenport, Iowa — Rock Island — Moline, Illinois) 

The Largest Market between Chicago and 
Omaha . . . Minneapolis and St. Louis . . . 
the 47th TV market in the nation. 




Population 
1958 1959 



Effective Buying Income* 
1958 1959 



1,599,500 



Increase — 32,600 



Increase 



$2,879,387,000 
$210,551,000 



TV Homes 



Retail Sales* 



438,480 



15,680 



$1,918,167,000 

$2,042,037,000 
Increase - $123,870,000 





Cot. li J. P*)m<T 

Rfudcni Min»gtr 

In i i hmvC \j[ionjl 


i h| ; '.m >h » , 

1)1 1 I M 1 'HI f 

K M *\ - [ j 
M< »J IM 

1 AS r MOl INI ' 


channel 



*Sales Management's "Survey of Buying Power — 1959" 



VC'OC-TV is No. 1 in the 
nation's i^tti TV market — lead- 
ing in TV homes (-138,480), 
monthly coverage ami weekly 
circulation — day and night — 
as reported in the Nielson 
Coverage Service No. 3, Spring, 
1958. For further facts and lat- 
est availabilities, call your PGW 
Colonel . . . NOW! 



NIBIC 



WOC'TV Davenport, lawa is par! af Central 
Broadcasting Ca., which olso owns and operates 
w HO - TV ond WHO Rodio, Des Maines, Iowa 



Neither Miller nor lu*\ nohls ever 
let> up in the >e;neh for new \va\s to 
uet benefits from the >ho\\. That, in 
lar<ie part. w a> the ren>on for the 
earh renewal this \enr. enahling the 
show s owner I lank Sapei>tein to line 
up top phners and the nioM desirable 
eour>e> earh . Karh fihnhui (ulreath 
ini(lerw*n for next >eason \ <*ives the 
s|>on>ors a head start with merchan- 
dising the highlights I and tense 
moments) of the matt lies. 

■\ new twi>t for fall carries the in- 
structional \alne of the >how a big 
step further. Instead of the eustnmar\ 
chit-chat with phners between nines, 
one of the pla\ei> will explain and 
demonstrate a particularb exciting or 
unn>nal shot made during the firM 
nine. 

It take> >e\en cameras shooting 
simultaneous!) to pick up the action. 
Cost of each show i around S-12.ri(KH 
i> amorti/.etl by Saperstehi in plans 
for s\ ndieation. In Miller in adding 
the All-Star Coif segments to its 16 
nun. film libran. reported!) the larg- 
est industrial sports collection around. 
Films, all bearing Miller logo and 
credit at beginning and end. are 
loaned out to civic, church and fra- 
ternal groups. Ml of them, except 
All-Siur Coif of course, are timed for 
and made available to tv. La>t \ ear 
.Miller logged 679 tv showings. 

Briefh. Miller got involved with 
golf on t\ as an outgrowth of its 
own M i I lei* Open Golf Tournament, 
launched in 1951 as part of its cen- 
tennial celebration. It has grown to 
one of the largest in the eomitrv. w ith 
a pur^e of $35,000 riding on the fifth 
tourne\ 1 27-30 Kugnst in Mil wan- 
ken I . 

"You might we were *ri|>e ! for 
AII-Star Coif" sa\s Hall. "Success of 
our golf tournaments bad com meed 
us of the zooming popularity of golf 
and the w ide appeal the sport en- 
joyed. The show was a logical exten- 
sion of tin 1 tournament aelhity which 
would put us on the national scene 
with a top-flight sports show ." 

Miller's connection with sports re- 
flects the influence of the late Fred- 
erick C. Miller, the company's presi- 
dent until his denth in 1954. Miller 
wa> one of Notre Dame".* famed Four 
Horsemen I the other*: Stnhldreher. 
Crowley. La\don ). All American 
tackle in '26. Miller captained the 
team in "28 and was coached by 
Rockne. 



Like lioekne. Miller was killed in *i 
plane crash. Killed with him in the 
December. '51 accident in Milwaukee 
was his -on Fred Jr.. who was a Notre 
Dame vai sit) quarterback. 

Miller was one of the mo\ ing force- 
in com hieing owner Louis Perini to 
mow* the l>ra\c> from Hostou to Mil- 
waukee in 1953. In addition to its 
mm en-war sponsorship of the l'rnvcs. 
Miller has sponsored the Green ISa\ 
Packers. New York Giants. Philadel- 
phia Fagles. .Milwaukee Hawks I ma- 
jor league basketball I. and the former 



Milw aukei I hew ei - f \iuerican W 
soeiatioii team that put < d<-d the 
lh';i\r>l. 

\ uuiubei of Millci i'Xi'cuti\c- wi'ie 
collegiate and pro -poll- -tar-, anion." 
them lioh Forte. I niwr-)t\ <>f \rkan- 
-a- \ll- \nici ieau halfback in " 12. who 
-upon i-es Miller - -port- promotion 
and film program. 

The Miller -port- tradition ha- brcii 
continued ami expanded under the 
presideuc) of Norman I!, klmr. ( Icar- 
Iv. it is a long-range, complex and 
higbl\ profitable program. ^ 



Ask +he r^an ^° <3 efe ^o Ut ^ 



WDBJ is one of the 
best buys in 
television . . . 

anywhere! 



WDBJ -TV covers 53 coun- 
ties . . . where there are over 
4 00,000 television homes, 
$2 billion in retail sales. You 
can buy into this rich market 
economic;] 11 v and effect ivelv, 
for WDHJ-TV furnishes highly 
rated shows at comparatively 
low cost to you. 

For example, Anne Howard's 
PANORAMA, moM popular 
women's show in the area, has 
an average daily rating of H.7. 
and delivers viewers for only 
82 cents per M on a 10 Plan; 
$1.05 on a 5 Plan.' 4 Power fid 
sales-producing merchandising 
support provided, too! 

It will pav vou to take a 
closer look at PANORAMA 
and other "best buvs" offered 
by WDHJ-TV. 

*oH tpf"i bosed on March, 1959 N$l 




ASK YOUR PGW COIONEI FOR CURRENT A V A I L A B I I I T I E S 




Maximum Power • Maximum Height 



ROANOKE, VIRGINIA 
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says Wally McGough, Gen. Mgr. 

WTVN-TV 

COLUMBUS, 0. 

Warner Bros, features are 
amazing. They never wear 
out with either audiences or 
sponsors. According to 
Wally McGough: 

"From 9:30 in the morning to 
well post midnight, there's no 
hour that we cant program 
Warner Bros, features and get 
top results. They've given us 
fantastic mileage in the three 
years we've been showing them. 
Believe me, they pay off!" 

Consistently high ratings 
and enthusiastic sponsor 
backing have made Warner 
Bros, features a "hot item" 
year after year in TV mar- 
kets everywhere. With big 
stars in well-known post '48 
films, those features offer 
you an opportunity to fat- 
ten ratings and profits. Why 
not call us right now for 
information? 

i.a.a. 

UNITED ARTISTS ASSOCIATED, inc. 

NEW YORK, 345 Madison Ave., MUrray Hill 6-2323 
CHICAGO, 75 i Wacker Dr., DEarborn 2-2030 
DALLAS, 1511 Bryan St., Riverside 7-8553 
LOS ANGELES, 91 10 Sunset Blvd., CRestview 6-5886 



Tv and radio 
K ^ - 7*J - - ] » - - 1ERS 
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Melvin B. Wright i> the ne.w general 
manager-?ale* manager of Skyline Vdver- 
tisers* Sale-. Inc.. a t\ network consisting 
of kll)T\\ Idaho Fall.-: KL1X-TV, Twin 
Falls K\LF-T\ . Butte: KFBB-TV, Great 
Fall? ami ROOK-TV. Billing Headquar- 
ters are in the KID building. Wright has 
been station manager of the Hawaiian 
Broadcasting S>.-tein. Previously, he was 
t Lake Cit\ for some 22 \ears. working in 



engineering, sale:* and men-handling. Sk\ line was started 1 Jul\ 195o. 



John H. Picou will head the newly-created 
advertising and sale- promotion depart- 
ment of the Vtlantie Refining Co. hig. 
long-time users of spot. Fieon joined Vt- 
lantie in 1951 and ha$ been direetor cd 
marketing re,-oareh since 1956. Vniong hi>> 
honor* and activities': president I in 1957) 
of the Philadelphia chapter of the A VIA: 
recipient of the I ni\ei>it\ of Peun.-yl- 
\ania"s lle<s-l)onbman Memorial Vward for contributions to market- 
in«r and on the market research committee of Vmer. Petroleum Inst. 




Kamnit 
Chestei 



William J. Kennedy was eleeted a \.p. 
and associate media director of Ted Bates 
\ Co, He has been with Batch since 1951. 
coming np from the rank- of thnebiner. to 
hi- pre\iou> position as assistant \.p. and 
manager of the media department. Prior 
to "51. Kenned) had been a timebmrr with 
BBDO. Other \.p.*s and associate media 
directors named at Bate- include William 
rer. Winston Kirchert. Martin Mnrpln. Vlso named Norman 
and Bruce Small, to asst. v.p.'s and media supervisors. 




Bill Stewart 1 ha,- been named to the newh 
created post of assi>tant to the president. 
Don Burden, o f the Star Stations I M)IL 
Omaha: I\ICY Demer and KISY Port- 
land. Ore. i. lie was also appointed a \ .p. 
of the Mar Skit ions Combine. Stewart 
-pent the pa-l three and one-half \ears a- 
national dire tor of programing for the 
St or/. Stations. Prioi to joining Storz. 
Stewart held the post of national programing 
\ear- with the Mi London Corp. chain, headquartered 
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The Wee Re Be L discusses "sales campaign ribbons' *>th Bert Mulligan Broadcast S^k, jur 

Compton Advertis ng Nc* York 

you heard what the Ul R B L 
said to [ompton Hduertising? 

rich in (loin ttihusV 

Average family inrome in the metropolitan trading area of Oohnnhiis. Georgia, is 
higher than lhat of New York, Chicago or Detroit. In fart, onh 2 \ other rilu*** in 
the I . S. heat it! 

<)\ er 83^ of those lie 1 ter-than-averajie families own T\ sets and \\ KHL-IV is 
the only \ UK in the market. W'liMh Hndio the station mo-t li^leneil to. with the 
lowest eosl-j»er-thoiisainI and the heM a vailahilitie*. heean^e \\ KHLoflVr^ tin* -mnitle-l 
program format. Call I lOI .1 J N (» BK \W ami j;et ( !olniiilm« on \onr srhrdnle. now. 

WRBL 

TV-CHANNEL 4 * RADIO-5 000 WATTS 

G C0LUI11BUS, CB.® 

Represented by George P. Hollingbery Co. 
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Are we prejudiced? 

\ couple oi wrecks ago in Detroit. Peree I5t*ii 1 1 > . nietlin 
hend ;it Mnxon. told n>. "Sometimes 1 get awfulK >mv at 
s fon so it. ^ ou fellows arc so darned prejudiced in favor of 
radio and tv."* To which we replied, "Maybe you feel that. 
Perce, because yon greu np ns a print nnulin man."" 

Our answer, of course, didn't solve ven much, though 
P>eatt\ did admit his heavy print background. Nor did it 
realK explain certain facts about SPONSOR which sometimes 
puzzle our readers. 

Do we have a prejudice in favor of air media? 

^ es. of course we do. We sincerely believe that in 1959 
radio and t\ offer far more to most nia>s advertisers than do 
the older media - newspapers, magazine* and outdoor. 

There is a time and place for every advertising medium. 
There is an e\olutionary process in the impnn ement of adver- 
ting that involves media as well as creativity and marketing. 

T\ and radio, with the personal persnasheness, intimae\. 
speed, flexihilit) and proximity, happen to be the best media 
lor most purposes in this da\ and age. 

.sponsor",- entire editorial polic\ is rooted in these strong 
convictions. This i> our credo, and we wouldn't for the world 
want to fool anybody about it. 

Facts without ballyhoo 

\t tin* same time, we are wholK dedicated to tin* concept 
that >onnd research and thorough analysis are needed to gi\e 
ageneic.- ami sponsors an honesl appraisal of air media. 

We aim to promote the n>e ol radio/t\ advertising, not 
through ballyhoo, but by providing facts, research and idea* 
which enable ad\ertisers to einphn air media more effect i\ ely. 

To this end. sponsok ha* built up mi editorial stall that is 
nniojiie in the held. Our editor* have had more years of 
actual. liigh-le\ el. agency-advertiser work than those in anv 
other trade publication. 

Sure we're prejudiced. P>nt our prejudices are ba>ed on 
tough experience. \nd we back them up with facts. 

THIS WE FIGHT FOR: / dollars - and - cents 
approach to all air media ad rertising. Radio 
and tr are the strongest media, only because 
they pax off so supeihly at the cash register. 





lO-SECOND SPOTS 

That explains it: Ed Jameson, direc- 
tor of ABC TV spot sales, and Mort 
Gaffin. director of new business and 
promotion, recently made a pitch at 
Long Ad\ ert isdng Agency in San 
Jose, came awa\ with thi> new ver- 
sion of the difference between "verti- 
cal" and "horizontal" Saturation — 
Horizontal saturation reaches people 
who natch tv lying down, while verti- 
cal saturation gets those who watch 
it standing up in bars. 

What watt? "I worked for a radio 
station once that was so small when 
thev closed their windows the\ lost 
lialf of their listeners/'— Charles V. 
Mating. 

Summertime: On the heels of the 
I .S. Weather Bureau*? "discomfort 
index" comes news from KY W. 
Cleveland, that general manager Gor- 
don Davis and program manager 
Mark ()|<Ls have coined a word 
(which hai heen aired on weather- 
easts) to describe a correlation be- 
tween temperature and hmnidiu - 
// umiture. 

Prejudiced: The 2,"> ente cowgals 
who sing and dance in the Broadway 
-mash hit "Destn Hides Again" voted 
for their favorite t\ cow hoy: the win- 
ner James ( Maverick) Garner. One 
of the girls refused to \ote: she's part 
Indian. 

Semper radio: A Marion. Ind.. lis- 
tener wrote to WOWO Kadio in Fort 
\Va\ne (enclosing 20 rents I : "I don't 
know the name of \our daily paper. 
But would like to have one. I want 
to bin some cheap cars nnd want to 
-ee the ads. Please send me one." 

Justice? Kl'DL. Kansas City disk 
joekex John " \lligator" Argo a^ked 
his listeners to produce an alligator 
in a station promotion sca\ enger 
hunt. \ li\e hah} alligator was sent 
in and John "Alligator" \rgo got 
bitten |>\ it. 

Only yesterday: Robert (). Lew is. 
CBS Radio star, spent his program 
the other da\ pro\ ing the '"Roaring 
Twenties" were still roaring, featured 
old tunes and a guest appearance In 
Helen Kane, the *'Boop-()op-ad)oop" 
uirl. Ouch! U rVe stuck in the Time 
Machine. 
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Western New Yorkers are sportsminded . . . and so is WBEN-TV, their favorite 
sports station ! 

We learned long ago . . . back in 1948 when we first pioneered television in our 
rich, 15-county coverage area ... to give our viewers what they wanted. "Live" 
wrestling was our first remote sports feature. 

Since then WBEN-TV has supplemented the superb CBS network Sports Features 
with equally fine telecasts of our own. "Live" bowling . . . our BEAT THE CHAMP 
show . . . beats all competition and enjoys one of the largest audiences ever attracted 
to local TV. 

The International Regatta on the turbulent Niagara River attracts the biggest 
names in speedboat racing and everything from outboards to hydroplanes. Our remote 
crew's annual coverage puts this water spectacle into hundreds of thousands of homes. 
Also, we've covered Ryder Club Golf, the Western Open, and almost every other sports 
event of local importance. 

For good measure — and the good of our sponsors — we are the only Buffalo 
station that has a Late Sports Show 7 nights a week! 

All selling is LOCAL, and this effort to localize sports with thorough, creative and 
imaginative coverage has made WBEN-TV audiences large and loyal. It also helps 
make your TV dollars count for more on Channel 4. 



WBEN-TV CH 

CBS IN BUFFALO 

Represented nationally by Harrington, Rlghter and Parsons 



^ow To Make Your Speeches Sparkle! Get Locker-Room Laughs! 
Live It Up, Laugh It Up, and Be Suave About Sports! 



Of. *> 



Send S3 plus 25< Postage and Packing 
for Sam Molen's Newest Book — 
"TAKE 2 AND HIT TO RIGHT" 
(Money Back If Not Satisfied) 



/I 



Sam MOLKN. veteran siKjrtscaster who 
celebrated his 1 5th anniversary with 
KMHC-KFKM and KMBC- TV of Kansas 
City May first, has done it a^ain I 1 1 is 
second book, "Take 2 and Hit To Right" 
is as bi£ a success as was his first : 
"They Make Me Laugh." 

The 208 pnges of Sam's latest laugh- 
bctfetter arc crammed with anecdotes 
which run the sports «amut from base- 
ball to bowling. In it you'll read hun- 
dreds of humorous storu s about the 
^reat and near «rtat of sportsdom . . . 
stories that will become part of our 
sports folklore as the years unroll . . . 
mirth -qua kin fir stories you can use in 
aftcr-dtnner speeches ... in newspaper 
columns ... on the air in sports broad- 
casts ... or just to tell the Knnts for 
laughs in the locker room ! 

It's all here nml it's all funny, in the 
chuckle-chocked pages of Sam Molcn'a 
newest book t Kvery sports desk in the 
nation, in newspaper office or broadcast 
station, will be the richer for possession 
and use of this book. 

The Devil, of Course! 

Sample of the many offbeat stories is 
one about Bishop Fulton Sheen, sched- 
uled to speak in a Syracuse, N. Y. 
armory ustd for wrestling, boxing, bas- 
ketball and other indoor sports. Two 
ushers were discussing the coming 
events. "We'll have 'cm jammed in here 
tomorrow night" said the first. "Who's 
gonna be here?" asked his friend, 
"llishop Sheen, that's who!" "Oh," said 
the friend. "Who's he wrestling?" 

If you don't think that's funny, send 
for the book anyway — and see how much 
funnier they get as you scan thes? 20H 
pages averaging three stories per page. 
Maybe more to your liking would be the 
chaptc r: "Quotable — and Unquotable." 
Here appears the remark of a coed to 
her gym instructor: "I'm going to learn 
to stand on my head or bust." 

Who Is This Fellow, Molen? 

He's n working capitalist: Kansas 
City's highest-paid Itadio and Television 
performer It's an arrangement KMHC 
likes because it keeps Sain happy ; and 
KMliC-KFKM and KMHC-TV make 
monry, too. Sam is a completely depend- 



able, thoroughly tenacious man with a 
microphone or a sponsor. He's never 
been known to let go of cither one. He 
broke into Radio as a time salesman 
while a senior in college, during the 
depression. Since then he has been a 
broadcaster, writer, syndicator, agency 
man and salesman — two or three at a 
time. 

His itinerary: WTAX and WCVS, 
Springfield, Illinois, as a salesman- 
sportscaster. Kuthrauff & Kyan for 5*^ 
years in merchandising and account 
work, meanwhile doing baseball play-by- 
play for Hyde Park liver, WCHS, 
Charleston, as sports director for a 
4 -station West Virginia network. Then, 
in 1*144, to KMBC in Kansas City— 
where he has been steadily sponsored by 
a group of happy advertisers for 15 
years. "Sustaining" is the dirtiest word 
Sam knows. 

Sam's avocation fs investing. He and 
his wife Randy play the market like a 
violin. KMBC would long since have in- 
atalled Sam in an investment-counselling 
program— except that all the viewers 
and listeners would profit sufficiently 
in three months to move to the French 

Riviera — and where the h would the 

stations be then ? 



SAM MOLEN 

Sports Director • KMBC 
KMBC-KFRM RADIO 
Konsos City 
Exhibits his newest book *** 
2 and Hil lo Right" publish 
by Dorronce & Compony, Ph, 
dclphio. Get your copy, 
mod, for $3 plus postoge. 




SAM MOLEN'S SPORTS 




MOLEN'S AMAZING RECORD 

RADIO . . . 1S.670 PROGRAMS 

Three daily 5-minute shows 14,040 

Play-by-play football and 

basketball 

Half-hour quiz shows .... 
liaseball "du^-out" show; 

and "scoreboards" 

Half-hour "Memory Lane" 

sports shows 



2S0 
104 



1,120 
156 



IN 15 YEARS AT KMBC 

TV . . . 1,879 PROGRAMS 
Nifxhtly 5-miuute sportcasts.... 1,560 
"HowlirT With Molen" hotir- 

lonc remotes from Plaza Howl 

in Kansas City 260 

"Outdoorsmau" programs 12 

"lilg-Eisht" football and 

basketball network 

originations 1 



Total, Kadio Programs .... .15.670 



Total, TV Programs . 



1.879 



Note: Sam's nightly TV show has the highest cumulative audience rating of ALL 
non-network strips in Kansas City. His "Kowlin' with .Molen" — oldest continual 
TV bowling shou in the nation — rates 3l>^o better than Its opposition, and 
V.7^ ( ahead of the only other fnll-hour bowling show on Kansas City TV 
(Soiree: Altli. 4-wfc. Survey. Feb.-Mar., '53) 



But, Meanwhile, Back to Sam's Book- 



MOLEN'S 
SPONSORS. 

Sehlitz 
lloiisthold 

I'uiaiir* 1 
Ford 
SfU'iM'p 
Col gat e- 

Palmolivr 
M & M Candy 
h ^ M Cigarette- 

- VIA S 
1 1 Kansns City 
Participating 
\ilvertisers 




Above : Don Davis, 
KMBC president, auto- 
graphs crystal goblet a* 
Mth-Annbrrsary smne- 
nir for Molen, as John 
T. Scliilllng (right), 
executive vice-president, 
extends congratulation.-; 
on Molen's ]7.1"d*tli 
KMBC broadcast. Slav 
I, 1TO. 




— ET IN AN "investing" mood yourself, and 
Clip That Coupon in the lower lef thand 
corner. Mail it with a cheek, money order 
or bank draft for $3.25 to the address 
shown. This is $3 for the book and 25c for 
packing and postage. Sam figures he'll lose 
money on the packing-postage bit; but he'd 
like your" $3. And you'll love the book. 1 
Anyway, the whole thing is done on a 
"Satisfaction Or Your Money Hack" basis 
...hence, you can't get hurt, much? 

If you'd like to tnke the word of Ernest 
Mchl (sports editor of The Kansas City 
Star), writing in The Sporting News, here's 
one reviewer's report: "Composed to a great 
extent of fresh material. All those millions 



who profess an interest in some phase o 
athletics will find a great deal that is nf» 
to them. The chapter "Casey Stengel t 
the College of Ilabel" has to do with com 
nients the one-time dental student has tnti 
during his visits to Kansas City, his bo» 
town. It is not likely these have been hw» 
by very many . . . That's why this is a f» 
better-than-average compilation of storie 
which one guy hears, tells another, and tk 
latter embroiders and passes on." 

Sam would like to pass his stories on t 
you . . . and the wny you get 'em is to sir 
and mail the Coupon. Take $3.25 from yw 
wallet and hit right: Send the money t 
Sam I Your book will be forwarded k 
return parcel post. Thanks! 



1 
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%0lWj 'Batk DELIGHTED %d~ 0*1* CoUfOH 
SAM MOLEN, 

KMBC. KMBC Building, 11th and Central. Kannas City 5. Mis- 
souri. Kncloaed pleane find Q check Q money order Q bank 
draft for 13.25. Pleawe mall me postpaid your neweiit book 
"Take 2 and Hit to Right." I understand that if I am not com- 
pletely satisfied, I may return the book within ten day ft of 
receipt, and you will refund my moneys 

Pi What the heck I I'm sending $6.50. Make It two books and 
I'll give one to a sick friend 1 

f Autograph? Yes . . . I'd like one. My nlrln>m>; , 



Nam r _ 



Street 

and Number. 



City -_ 



__ Zone_ 



_Stote_ 



WHAT A CAST! 179 SPORTS PERSONALITIES IN MOLEN'S NEW BOOK: 
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Eddie Arcaro 


Bruce Orake 


Stan Hack 


Bus Mertes 


E. C. Quigley 


Phog Allen 


Dan Oevine 


Fred Haney 


Bo McMillan 


Phil Rizzuto 


Buddy Baer 


Chuck Dressen 


Harry Heilmann 


Frank McGuire 


Al Rosen 


Hank Bauer 


Joe DiMaggio 


Fred Hutchinson 


Pepper Martin 


Outch Stamberger 


Yogi Berra 


Leo Durocher 


Howard Jones 


Patrick Moran 


Lou Skizas 


Matty Bell 


Joe De Maestri 


Walter Johnson 


Rocky Marciano 


George Selkirk 


Lou Boudreau 


Ray Eliot 


"Shoeless" Joe Jackson 


Dr. Cary Middlecoff 


Ousty Rhoades 


Roy Campanella 


Whitey Ford 


Arnold Johnson 


Stan Musial 


Sugar Ray Robinson 


Harry Caray 


Frank Frisch 


Mike Kreevich 


John McGraw 


Enos Slaughter 


Wilt Chamberlain 


Bob Feller 


Alex Kellner 


Joe McCarthy 


Casey Stengel 


Spud Chandler 


Don Faurot 


Jake Kilrain 


Connie Mack 


Gabby Street 


Bob Cerv 


Bob Fitzsimmons 


Joe Kuhel 


Mickey Cochrane 


Sam Snead 


Harry Craft 


Lefty Gomez 


Clyde Lovellette 


Lee McPhail 


George Strickland 


Fritz Cnsler 


Charlie Grimm 


Frank Leahy 


Archie Moore 


"Sparky" Sta(jcup 


Jim Crowley 


Hank Greenberg 


Sam Langford 


Minnie Mmoso 


John L. Sullivan 


Walker Cooper 


Jack Gardner 


Tony Lazzeri 


Byron Nelson 


Earle Sande 


Parke Carroll 


Curt Gowdy 


Joe Louis 


Bobo Newsom 


Tom Sharkey 


Joe Cantillion 


Clark Griffith 


Frank Lane 


Bronco Nagurski 


Mike Souchak 


Earl Combs 


Lou Gehrig 


Al Lopez 


Jesse Owens 


Jim Thorpe 


Ty Cobb 


Mike Gibbons 


Gil McOougald 
"Man 0' War" 


Satchel Paige 


Gene Tunney 


Frank Crosetti 


Tony Galento 


Vic Power 


Virgil Trucks 


Eddie Collins 


Red Grange 


Joe "Iron Man" McGinnity 


Jimmy Piersall 


Jim Tatum 


Jim Corbett 


Joe Garagiola 


Marty Marion 


Del Rice 


Bill Vukovich 


Jimmy Oemaret 


Ben Hogan 


Mickey McDermott 


Knute Rockne 


Bill Veeck 


Dizzy Oean 


Walter Hagen 


Ernest Mehl 


Oarrel Royal 


Bill Wambsganss 


Bill Dickey 


Herman Hickman 


Billy Martin 


Adolph Rupp 


Ted Williams 


Jimmy Dykes 


Babe Herman 


Willie Mays 


Ed Rommel 


Hack Wilson 


Gus Dorais 


Miller Huggins 


Chuck Mather 


Charley Ruffing 


Bud Wilkinson 


Jack Oempsey 


Billy Hunter 


Mickey Mantle 


All i e Reynolds 


Bob Zuppke 



